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EXECUTIVE SUMMARY 
The human environment is under serious threat as natural resources 
such as air, water and forests are being overused.  Worldwide, people 
have become more aware of the threatening situation and 
consequently many more individuals are showing concern for the 
environment.  Often this concern is not displayed in consumers’ 
purchasing behaviour, as consumers who claim to be concerned 
about the environment are not necessarily consuming or showing a 
preference for environmentally–friendly products.   
 
This study examined two sets of variables, namely, person related and 
marketing related factors, and determined the extent to which these 
factors influence consumers’ behaviour when buying environmentally-
friendly products.  The empirical data was collected by means of a 
survey, using self-administered questionnaires distributed to adult 
employed consumers residing in Port Elizabeth.  Two hundred usable 
questionnaires were received. 
 
Three person related factors, namely, norms, environmental concern 
and environmental knowledge, and four marketing related factors, 
namely, price, product, place and promotion - were found to influence 
respondents’ behaviour when purchasing environmentally-friendly 
products. 
 
ii 
Environmental concern explained the largest portion of variation in 
purchase behaviour, while promotion explained the smallest portion of 
variation.  Significant differences in the influence of age were found for 
norms, environmental concern, environmental knowledge and price. 
 
It is recommended that 
• suppliers of environmentally-friendly products should ensure 
that these products are located at outlets which are convenient 
to consumers; 
• more should be done by the relevant stakeholders to increase 
environmental knowledge and educate South Africans about 
the benefits of leading a more environmentally-friendly lifestyle; 
• marketers find more innovative methods to convince 
consumers to act on their environmental concern; 
• further attempts be made to minimise the price difference 
between environmentally-friendly products and traditional 
products; 
• marketers should pay more attention to advertisements 
promoting environmentally-friendly products to ensure that 
these appeal to their target markets; and  
• the performance of environmentally-friendly products should be 
on a par with the performance of traditional products. 
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CHAPTER 1 
INTRODUCTION AND ORIENTATION OF THE STUDY 
 
1.1 BACKGROUND AND RATIONALE 
“Continuous and accelerating overuse and destruction of natural resources, 
such as air, forest and water, is a serious threat to the human environment” 
(Fransson & Garling 1999:369).  The African continent has experienced 
persistent and severe environmental problems since 1960.  Its population 
growth rate – the world’s highest – has placed additional strains on all 
systems.  One of the major problems common to the countries of Africa is the 
imbalance in the use and over-exploitation of its natural resources, 
particularly soil and vegetation (United Environment Program 1997¶1). 
 
In an attempt to address similar problems in South Africa, the Government of 
National Unity (GNU) released a White Paper outlining a reconstruction and 
development programme (RDP) for the country (GNU in Carlson & van 
Staden 2006:3).  This Paper acknowledges the fact that South African 
society faces serious problems at economic, social, legal, political, moral, 
cultural and environmental levels.  The Paper states that the proposed 
integrated process of transformation must ensure that the country…becomes 
a prosperous society, having embarked upon a sustainable and 
environmentally-friendly growth and development path (GNU in Carlson & 
van Staden 2006:3). 
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The threat to the human environment seems to have led to a worldwide need 
to raise consumers’ concern about the environment and to ensure 
environmentally-friendly behaviour. Public concern for the environment 
peaked in 1991. Since then it has stabilised at a new plateau, which is higher 
than in any previous decade (Stisser in Roberts & Bacon 1997:79). At the 
beginning of the 21st century it can be said that “approximately 70% of 
consumers occasionally consider environmental issues when purchasing 
products or services” (Wearing, Cynn, Ponting & McDonald 2002:133).  
 
These trends lead to the assumption that consumers are becoming more 
concerned about the environment, or at least more conscious of the effects of 
their behaviour on the environment.  Kalfatis et al (in Wearing et al 2002:133) 
argue that environmentally-minded consumers should hold positive attitudes 
towards ‘green products’.  However, despite the perceived environmental 
concern, research seems to suggest that environmentally-concerned 
consumers do not necessarily show any consistent preference for 
environmentally-friendly products in their purchase behaviour (Kilbourne& 
Pickett 2008:885). Alwitt and Pitts (1996:49) point out that consumers who 
claim to be environmentally-concerned do not necessarily consume 
environmentally-friendly products in preference to those that are not. 
 
If consumers claim to be environmentally-concerned, but display purchasing 
behaviour that contradicts this claim, the question arises why this is so.  
Furthermore, since efforts are put in place to make consumers more aware of 
the environment, the question arises what role person and marketing related 
3 
factors play in influencing consumers’ purchase of environmentally–friendly 
products.  
 
The impact of marketing related variables on consumers’ purchase behaviour 
might, for example, be influenced by their distrust and suspicion of 
environmental advertising. Consumer needs and wants seem seldom to be 
addressed in the “green” marketing literature (Rex & Baumann 2007:573).  
Other marketing related variables such as price might also have an effect.  
Bhate and Lawler (1997:462), for example, found that the majority of people 
regard the price of environmentally-friendly products as high, but are willing 
to buy them at that price as long as they are conveniently available.  
 
Person related factors could also influence environmentally-friendly 
behaviour.  Minton and Rose (1997:39) found that people are more inclined 
to behave in environmentally-friendly ways if they are aware of various 
environmental problems and the consequences of their behaviour, if they 
think that their individual efforts will help solve the problem, if they care about 
solving the problems, and if they are willing to relocate their resources (time, 
money and attention) to make their behaviour more environmentally-friendly. 
 
The research question which arose therefore was “Which variables influence 
consumers’ purchasing environmentally-friendly products?” 
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1.2 AIM AND OBJECTIVES OF THE STUDY 
The aim of the study was to determine whether and to what extent person 
and/or marketing related variables influence consumers’ purchasing 
environmentally-friendly products.   
 
The objectives of the research were to: 
• study the literature and identify person and marketing related variables 
that might influence consumers’ purchasing environmentally-friendly 
products;  
• determine to what extent these two sets of variables influence 
consumers’ purchasing environmentally-friendly products;   
• determine whether demographics have an influence on consumers’ 
purchasing environmentally-friendly products; and 
• make recommendations as to how to exploit the positive influence, if 
any, of these variables, or conversely, address the negative influence 
of the said variables to encourage consumers to act in an 
environmentally-friendly way.  
 
1.3 LITERATURE REVIEW AND CONCEPTUALISATION 
When consumers decide to make purchases they engage in some kind of 
decision making process.  This process starts with a consumer identifying a 
need or a problem that can be solved by making a purchase. This leads the 
consumer to search for more information regarding the product or service 
which they deem will satisfy the need.  Information-search is followed by a 
comparison of the available alternatives, the actual purchase, and the use 
5 
and disposal of the product (Wright 2006:27).  This decision making process 
and consequent purchase behaviour is influenced by marketers making 
need-satisfying products available to consumers in locations where needed, 
at prices that constitute value for money, and by informing consumers about 
the features and availability of the products. 
 
Personal factors may also influence the consumer decision making process 
and behaviour with regard to buying environmentally-friendly products.  Sia, 
Hungerford and Tomera (1985:32) state that “responsible environmental 
behaviour … does not operate in a vacuum, but has several determinants, of 
which environmental concern is only one”.  Additional factors that might 
influence responsible behaviour are “knowledge, locus of control, personal 
norms, environmental or personal responsibility, verbal commitment and 
perceived health threats” (Fransson & Garling 1999:379).  Consumers’ 
decision making and purchase behaviour might also be influenced by 
demographic factors such as age, gender and level of education. Females 
tend to be more concerned about the environment than their male 
counterparts, also individuals who have a high level of education and are pre-
middle aged, show more concern for the environment (Laroche, Molson, 
Bergeron, Barbaro-Forleo 2001:504). 
 
The aforementioned variables formed the conceptual framework of the 
current study.  This is shown in Figure 1.1.  A short explanation of each 
variable follows the figure. 
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FIGURE 1.1 
CONCEPTUAL FRAMEWORK FOR THE STUDY 
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1.3.1 Person related variables 
The person related factors investigated in the current research were norms, 
environmental concern and environmental knowledge (or its lack).   
 
1.3.1.1 Norms 
“Extant research contains plenty of evidence linking variations in 
environmentally responsible behaviour to the strength of individuals’ norms 
for such behaviour” (Thogersen 2006:247). 
 
A norm is defined as an expectation held by an individual about how to act in 
a particular situation (Schwartz in Fransson & Garling 1999:373).  Personal 
norms refer to what individuals feel morally obligated to do and what 
motivates the desire to act in ways that are consistent with personal values.  
Compliance with personal norms results in greater self-esteem while non-
compliance results in feelings of guilt (Minton & Rose 1997:39). 
 
Hopper and Nielsen (in Minton & Rose 1997:39) suggest that a “sense of 
personal moral obligation is more likely to lead to action in the form of 
environmentally-friendly product choices, search and recycling”.  An 
investigation of the impact of norms on the purchase decision is hence 
warranted. 
 
1.3.1.2 Environmental concern  
According to Fransson and Garling (1999:370) environmental concern refers 
to both a specific attitude directly determining intentions, and to a general 
8 
attitude or value orientation.  Minton and Rose (1997:38) agree that 
environmental concern is a general attitude toward preserving the 
environment.  Alwitt and Pitts (1996:49) believe that general environmental 
concern influences consumers’ decisions and choices, but that it acts 
indirectly.  Since attitudes affect behaviour, the impact of environmental 
concern on consumer behaviour also needs to be investigated. 
 
1.3.1.3 Environmental knowledge 
Stern (in Fransson & Garling 1999:373) found that when individuals who are 
more actively engaged in environmental issues were compared with less 
actively engaged individuals, the single factor which most clearly 
differentiated between the groups was knowledge about the specific problem 
and how to act to most effectively deal with it.  Fransson and Garling 
(1999:369) stress that lack of knowledge can explain the weak relationship 
between environmental concern and the environmentally-friendly behaviour 
of consumers when purchasing goods.  Consumers, who are knowledgeable 
about environmental degradation and the impact of their behaviour on the 
environment, are hence expected to behave in an environmentally-sound 
manner.  
 
1.3.2 Marketing variables 
Consumer decision making and purchase behaviour is influenced by 
marketing variables and strategies, in particular, by the elements of the 
marketing mix, namely, price, product, promotion and place. 
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1.3.2.1 Price 
Price is money exchanged for the good or service.  Consumers are 
interested in obtaining a “reasonable price”, that is, have a perception of 
receiving “reasonable value” at the time of the transaction (Lamb, Hair & 
McDaniel 2006:466).  Generally the more value is added to the product, the 
more the customer might be prepared to pay to acquire the product (Wright 
2006:435). 
 
There is a general perception that environmentally-friendly products are more 
expensive than “non–green” products (Bhate & Lawler 1997:462).  Little 
reported research could be found that investigated this relationship.  
However, Laroche et al (2001:503) found that there is an increase in 
consumers who are willing to pay more for environmentally-friendly products.  
The current research will seek to determine whether this is also the case 
among Port Elizabeth consumers.  
 
1.3.2.2 Product 
The product offering, the heart of the organisation’s marketing program, is 
usually the starting point when creating a marketing mix.  A marketing 
manager cannot determine a price, design a promotion strategy or create a 
distribution channel until the firm has a product to sell.  A product may be 
defined as everything, both favourable and unfavourable, that a person 
receives in an exchange (Lamb et al 2006:262).  Wright (2006:425) agrees 
that the product or service that the organisation offers for sale is the very 
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reason for its existence.  Without the product there is no sale; without the 
sale there is no revenue, no profit and no existence.   
 
Consumers buy products because they hope that the benefit gained in the 
transaction will satisfy some need or want.  There are mainly two reasons 
why consumers want products.  Firstly, for their functional properties, for 
example, a consumer might want to purchase a detergent to clean her 
clothes.  She now has a choice between biodegradable and non-
biodegradable products.  It needs to be determined to what extent the 
characteristics of the product (together with the other marketing variables) 
would influence her choice.  
 
Secondly, consumers purchase products for symbolic reasons, such as when   
the product/brand comes to represent some other, sometimes deeper and 
less transparent, emotional or instinctive need.  A consumer might, for 
example, choose the environmentally-friendly detergent with the aim of 
assisting in saving the planet.  However, the environmentally-friendly product 
might be more expensive than the non-biodegradable one, which leaves the 
consumer having to make a trade-off between product and price.  
 
1.3.2.3 Promotion 
Marketers develop promotions to communicate information about their 
products and to persuade consumers to buy these products (Peter & Olson 
2005:424).  Few goods and services, no matter how well developed, priced 
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or distributed, can survive in the market place without effective promotion 
(Lamb et al 2006:390).   
 
Some critics claim that promotions are expenses that add nothing to the 
value of products but increase their cost to the consumer.  Promotion 
supporters counter that marketing promotions inform consumers about 
product attributes and consequences, price and places where the productcan 
be obtained (Peter & Olson 2005:425).  Marketers of environmentally-friendly 
products thus have to determine the impact of their promotional messages on 
consumer decision making.   
 
1.3.2.4 Place 
Lamb et al (2006:14) hold that distribution strategies are concerned with 
making products available when and where customers want them.  It needs 
to be determined whether the availability of environmentally-friendly products 
significantly affects consumer behaviour. 
 
1.3.3 Demographics 
Over the years a number of studies have made attempts to identify the 
demographic characteristics of environmentally-friendly consumers 
(Straughan & Roberts 1999:559).  The information, if significant, from these 
studies offers marketers an easy and more efficient means to segment the 
market and capitalise on environmentally-friendly attitudes and behaviour 
(Straughan & Roberts 1999:559). 
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1.3.3.1 Gender 
The influence of gender on environmentally-friendly behaviour has been 
explored in a number of studies, all with somewhat diverse results (Jain & 
Kaur 2006:111).  Some studies found males to be more environmentally 
concerned than females, whereas others argue that females are more 
concerned (Jain & Kaur 2006:111). 
 
Roberts (1996:225) found females behave more environmentally-friendly 
than males.  A possible explanation for this could be that women generally 
take more time to consider the impact of their decisions than males (Roberts 
1996:226).  Laroche et al (2001:515) agree that women, particularly married 
women with children, tend to behave more environmentally-friendly. 
 
1.3.3.2 Age 
There is a general belief that younger individuals are more sensitive to 
environmental issues (Straughan & Roberts 1999:559).  The reason is that 
these individuals have grown up in a period when environmental concerns 
have been extensively discussed and are thus more likely to be sensitive to 
these concerns (Straughan & Roberts 1999:559).  However, Roberts 
(1996:225) found older consumers to behave in a more environmentally-
friendly way than their younger counterparts. 
 
1.3.3.3 Education 
Consumers’ level of education has been linked to environmentally-friendly 
behaviour in a number of studies.  The results for the relationship between 
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education and environmentally-friendly behaviour are more consistent than 
most of the other demographic variables (Jain & Kaur 2006:113).  
Consumers with a higher level of education tend to be more concerned about 
environmental issues.  A possible explanation could be that these individuals 
have a better understanding of the complex relationship between the 
environment and human beings (Jain & Kaur 2006:113). 
 
1.4 HYPOTHESES 
Following from the discussion in section 1.3, the following hypotheses were 
formulated: 
 
Ho1:  There is a statistically significant relationship between norms and 
environmentally-friendly purchase behaviour. 
Ho2: There is a statistically significant relationship between environmental 
concern and environmentally-friendly purchase behaviour. 
Ho3: There is a statistically significant relationship between environmental 
knowledge and environmentally-friendly purchase behaviour. 
Ho4: There is a statistically significant relationship between price and 
environmentally-friendly purchase behaviour. 
Ho5: There is a statistically significant relationship between elements of the 
product and environmentally-friendly purchase behaviour.  
H06: There is a statistically significant relationship between promotion and 
environmentally-friendly purchase behaviour. 
H07: There is a statistically significant relationship between elements of 
distribution and environmentally-friendly purchase behaviour. 
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H08: Person and marketing related variables differ significantly based on age. 
H09: Person and marketing related variables differ significantly based on 
gender. 
H010: Person and marketing related variables differ significantly based on 
level of education. 
 
1.5 RESEARCH METHODOLOGY 
 To address the objectives of the research, two broad procedures were 
followed -  a literature and an empirical study. 
 
The literature study utilised books, journals, the internet and electronic 
databases to provide a conceptual framework for the study.  The study 
focused on providing an understanding and a means of measuring consumer 
purchase decision making, and variables of a personal and marketing nature 
that might influence this decision making with regard to environmentally–
friendly purchases.   
 
An empirical study of a quantitative nature was also undertaken.  The target 
population were conveniently selected consumers living in Port Elizabeth.  In 
total 200 questionnaires were distributed and returned. 
 
A questionnaire (Appendix A) comprising dichotomous and Likert scale 
questions was used to collect the data. The questionnaire was based on the 
literature review and had two sections. 
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• Section A determined respondents’ level of agreement with 
statements describing purchase behaviour and decision making.  
• Section B assembled respondents’ demographic information. 
 
Previously developed scales served as a basis when developing the 
measuring instrument for the current research.  For example, the personal 
norm measure was based on the scale developed by Schwartz (1977) and 
adapted by Minton and Rose (1997:40).  Environmental concern was 
measured using the environmental concern scale that originated with Antil 
and Bennet (1979) and was adapted by Minton and Rose (1997:40). 
 
No scales for measuring the influence of marketing related variables within 
the context of the current research could be found and hence a scale had to 
be developed.  These scales, together with those intended to measure the 
person related variables were pre-tested with 30 potential respondents.  
Preliminary data analysis was performed.  Where needed adjustments were 
made to the questionnaire before it was administered to the sample.  
 
1.6  DELIMITATION OF THE STUDY 
To make the research more manageable, the study was delimited as follows.  
Firstly, the study investigated the decision making of consumers in Port 
Elizabeth.  Secondly, although there might be more variables that affect 
environmentally-friendly purchasing behaviour, the study focused on norms, 
environmental concern and environmental knowledge.  Marketing related 
variables used were price, product, promotion and place.   
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1.7  DEFINITION OF CONCEPTS  
Most of the concepts used in the study have already been defined in the 
preceding discussion.  It is, however, important to point out that 
“environmentally-friendly” is to be understood within the context of being 
“ecologically conscious”.    Environmentally-friendly consumer behaviour is 
thus defined as behaviour where the consumer purchases products and 
services which he/she perceives to have a positive impact on the 
environment (Roberts & Bacon 1997:84). 
 
1.8  SIGNIFICANCE OF THE RESEARCH 
This study contributed to the literature by identifying the factors that have the 
most profound influence on the environmentally-friendly purchasing 
behaviour of a section of the South African population.  This knowledge could 
assist marketers designing a more appropriate marketing mix when targeting 
this segment of consumers. The research will also assist marketers of 
environmentally-friendly products when planning their promotional campaigns 
to appeal to their audience. Likewise it will provide advocates of 
environmentally-friendly behaviour with a better understanding of consumer 
behaviour and identify the role they can play in persuading more consumers 
to purchase environmentally-friendly products in preference to competitive 
products. 
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1.9  CHAPTER OUTLINE 
The dissertation is divided into six chapters.  Chapter 1 provides details on 
the rationale for the study, the objectives to be achieved and the research 
design. 
 
Chapter 2 renders a discussion of the research methodology, focusing on 
data types, data collection methods and techniques, questionnaire design 
and data analysis.   
 
Chapter 3 comprises a literature study, focusing on norms, environmental 
concern and environmental knowledge.  Chapter 4 provides a discussion on 
the marketing related factors of price, product, promotion and place. 
 
Chapter 5 presents the findings resulting from the empirical study.   Chapter 
6 provides a synopsis of the study, conclusions and recommendations.  
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CHAPTER 2 
RESEARCH DESIGN AND METHODOLOGY 
 
2.1 INTRODUCTION 
Chapter 1 explained the rationale and background to the research, the 
research problem and objectives, and the significance of the study.   Chapter 
2 describes the research design and methodology applied in the study, 
secondary and primary data collection methods, sampling methods, and the 
data analysis stages. It also outlines the problems experienced during the 
course of the investigation. 
 
2.2 RESEARCH DESIGN 
A research design can be classified as the outline, framework or plan of the 
research project, which assists in guiding data collection and analysis (Wiid & 
Diggines 2009:54). The research design addresses the research objectives 
or hypotheses (McDaniel & Gates 2007:71).  It also provides an indication of 
the data required, the sampling plan and the methods of data collection and 
analysis (Wiid & Diggines 2009:53).  There is no single best research design; 
the different designs all have associated advantages and disadvantages 
(McDaniel & Gates 2007:71).  The many research designs can be classified 
into three categories - exploratory, descriptive and causal (Wiid & Diggines 
2009:54).  The present study followed an exploratory as well as a descriptive 
design, explained in the subsequent sections.   
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2.2.1 Exploratory studies 
Exploratory research is conducted when there are very few or no earlier 
studies to refer to when gathering information related to a particular issue or 
problem (Collis & Hussey 2003:10).  It is research into an area that is 
relatively unknown (Wiid & Diggines 2009:55).  The main purpose of 
exploratory research is development and clarification of ideas, and 
formulation of questions and hypotheses which can be rigorously 
investigated at a later stage (Struwig & Stead 2007:7).  Generally this type of 
research involves gathering a large amount of information from a small 
sample (Struwig & Stead 2007:7).  Techniques often used in exploratory 
research include case studies, observation, historical analysis (Collis & 
Hussey 2003:11), and conducting in-depth interviews (Wiid & Diggines 
2009:55).  Exploratory research differs from descriptive research, as it is 
characterised by some form of flexibility.  Whereas descriptive research 
endeavours to provide a complete and accurate description of a situation 
(Struwig & Stead 2007:8), exploratory research aims to acquire insight and 
develop understanding (Wiid & Diggines 2009:55). In the current research, 
the researcher conducted some exploratory research to collect relevant 
background information on the problem area. 
 
2.2.2 Descriptive studies 
Descriptive research examines a problem in more depth than exploratory 
research, since it identifies and describes the characteristics of important 
issues (Collis & Hussey 2003:11). It involves an in-depth description of a 
specific individual, situation, group, organisation, tribe, subculture, 
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interaction, or social object, or of the attitudes of consumers, or the market 
potential of a product (Collis & Hussey 2003:11). This type of research  “is 
based on some previous understanding of the nature of the research problem 
but the conclusive evidence necessary to answer questions and determine a 
course of action has not been collected” (Wiid & Diggines 2009:55).  The 
data collected for descriptive research is often quantitative, and statistical 
techniques are commonly used to summarise the information (Collis & 
Hussey 2003:11).  In the current study, descriptive research was employed to 
describe the influence of person and marketing related variables on 
environmentally-friendly purchase behaviour. 
 
2.3 QUALITATIVE AND QUANTITATIVE RESEARCH APPROACHES 
Qualitative research tends to be less structured than quantitative research 
because it requires a lot of detail and a large amount of information from 
respondents (Wiid & Diggines 2009:85).    Qualitative research is a useful 
approach for examining attitudes, perceptions, motivation and understanding 
(Wiid & Diggines 2009:86).  Qualitative research techniques include focus 
groups, in-depth interviews and predictive methods (Wiid & Diggines 
2009:85). 
 
Quantitative research is more structured than qualitative research, which 
makes measuring and analysing of responses less complicated (Wiid & 
Diggines 2009:86).  Quantitative research is a form of conclusive research, 
which involves large samples and comparatively structured data collection 
procedures (Struwig & Stead 2007:7).  Quantitative research is primarily 
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used to test hypotheses (Struwig & Stead 2007:4), and the most common 
quantitative research techniques include surveys, observation, and 
experiments (Wiid & Diggines 2009:84).   
 
2.4 PRIMARY AND SECONDARY DATA 
Primary data is data which do not exist at the time of conducting the 
research.  This data is collected specifically for the purpose of the research 
by means of surveys, observation or experimentation (Wiid & Diggines 
2009:71). Other, more qualitative methods can also be used to collect 
primary data.  Secondary data, on the other hand, already exists.  It includes 
information which was gathered before for purposes other than the specific 
study where it is currently being utilised (Aaker, Kumar & Day 2004:106).  
Secondary data holds many advantages such as the fact that it is readily 
available (Craig & Douglas 2005:63), has a low cost compared with primary 
data (Craig & Douglas 2005:63) and is collected with less effort than primary 
data (Wiid & Diggines 2009:71).  A disadvantage of secondary data is the 
question of accuracy of the data, as there is always a possibility of research 
errors in data collection and analysis (Aaker et al 2004:108). Other 
disadvantages include the possibility of data becoming outdated, particularly 
in a dynamic environment, and the applicability of the data to the current 
study, as the data was collected for other purposes and often does not apply 
to the specific problem being investigated (Wiid & Diggines 2009:72). 
 
Primary data, on the other hand, is collected to assist with investigating a 
specific problem (Cooper & Schindler 2006:89).  Primary data can be 
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collected either though quantitative or qualitative research (Wiid & Diggines 
2009:84). 
 
The current study made use of secondary data such as academic articles 
and textbooks, to obtain the required information to complete the literature 
review.  Primary data were collected to solve the research problem, using the 
methods described in the next section. 
 
2.5 METHODS AND TECHNIQUES OF DATA COLLECTION 
Three basic data collection methods exist, namely, surveys, observation and 
experiments (McDaniel & Gates 2007:73).  Experiment research is often 
causal, while surveys and observation research is descriptive, but at times 
surveys can also be causal (McDaniel & Gates 2007:73).  
 
Figure 2.1 illustrates the primary and secondary data collection techniques 
and it includes those techniques that are used for collecting primary data, 
whether quantitative or qualitative (Wiid & Diggines 2009:85).  The current 
research made use of surveys to collect primary data. 
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FIGURE 2.1 
PRIMARY DATA COLLECTION TECHNIQUES 
 
 
 
Source: Wiid & Diggines (2009:85) 
 
2.6 DATA COLLECTION INSTRUMENT 
Most forms of survey research depend on the use of a questionnaire, which 
is the common thread in most data-collection methods (McDaniel & Gates 
2007:330).  Figure 2.2 illustrates the role of the questionnaire in the research 
process.   
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FIGURE 2.2 
THE ROLE OF QUESTIONNAIRE’S IN THE RESEARCH PROCESS 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: McDaniel & Gates (2007:330) 
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Questionnaires are positioned between survey objectives and the information 
gathered from the respondents (McDaniel & Gates 2007:330).  As a result of 
its position the questionnaire has an important role to fulfil.  The 
questionnaire needs to translate the objectives into questions which will 
enable the researcher to get the required information from respondents 
(McDaniel & Gates 2007:330).   
 
2.6.1 Questionnaire structure 
The questionnaire should contain a sufficient number of questions to enable 
the researcher to gather the information required for decision making (Wiid & 
Diggines 2009:181).  The questionnaire (see Annexure A) used in the current 
study included an introductory letter that briefly introduced the research, 
explained the purpose of the study and defined environmentally–friendly 
products and behaviour.  The introductory letter also assured the 
respondents’ anonymity and confidentiality and communicated instructions.  
Section A gathered information on purchase behaviour and on personand 
marketingrelated variables.  Section B gathered the respondents’ 
demographic information. 
 
2.6.2 Question format 
There are three types of questions commonly used in questionnaires aimed 
at collecting data as part of marketing research.  These are open-ended, 
closed-ended and scale-response questions (McDaniel & Gates 2007:337).  
Open-ended questions allow respondents to reply to the questions in their 
own words; respondents are not limited by response choices (McDaniel & 
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Gates 2007:337).  An advantage of open-ended questions is that they 
provide the researcher with a wide array of information.  This can also be a 
disadvantage, as editing and coding responses can be time – and money -
consuming if done manually (McDaniel & Gates 2007:337). Another problem 
related to open-ended questions is the potential for interviewer bias 
(McDaniel & Gates 2007:338).   In an attempt to minimise interviewer bias 
the present study did not include any open-ended questions.   
 
Closed-ended questions require respondents to select a response from a list 
which is provided (McDaniel & Gates 2007:341).  Closed-ended questions 
avoid many of the problems associated with open-ended questions 
(McDaniel & Gates 2007:341).  Firstly, interviewer bias is eliminated because 
respondents simply select a response from the list provided.  Secondly, data 
coding and entry can be done automatically with software programs, and 
lastly, by reading response alternatives a respondent’s memory can be 
refreshed and therefore the response may be more realistic (McDaniel & 
Gates 2007:341).  For these reasons closed-ended questions were deemed 
appropriate for the current study. 
 
Traditionally, closed-ended questions were separated into three types, 
namely (McDaniel & Gates 2007:341), 
• dichotomous questions, which include a two-item response option;  
• multiple choice questions, which include a multi-item response option; 
and  
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• scaled response questions, which are designed to capture the 
intensity of feeling.   
In this study, one dichotomous question was used to determine the 
respondents’ gender and two multiple choice questions to determine other 
demographic detail.  Scaled questions were used for the remainder of the 
questionnaire. 
 
As a general rule, respondents’ opinions on most issues are best captured by 
five or seven categories in a scaled question (Aaker et al 2004:319).  To 
discriminate effectively among individuals, five categories are the minimum 
which can be used (Aaker et al 2004:319).  The Likert scale is a popular five-
point scale because it enables the interviewer to read the number of 
categories easily and it can be easily understood by the respondent (Aaker et 
al 2004:319).  Seven or nine-category scales are more precise, but they can 
cause a lot of confusion to the respondents (Aaker et al 2004:319).  Five 5-
point Likert scale questions were used to assess purchase behaviour and 36 
questions were used to describe the person and marketing related variables.  
 
Based on the conceptual model (see Figure 1.1), the items in Section A of 
the questionnaire were designed to reflect seven factors, as shown in Table 
2.1. 
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TABLE 2.1 
THE PROPOSED FACTOR AND ITEM STRUCTURE 
FACTOR QUESTIONNAIRE ITEMS 
Purchase behaviour A1, A2, A3, A4, A5 
Norms A6, A7, A8, A9, A10, A11 
Environmental concern A12, A13, A14, A15, A16 
Knowledge A36, A37, A38, A39, A40, A41 
Product A24, A25, A26, A27, A28 
Place A29, A30, A31 
Price A17, A18, A19, A20 A21, A22, A23 
Promotion A32, A33, A34, A35 
 
Source: Own construction 
 
2.6.3 Pre-testing the questionnaire 
Surveys should not be conducted without a pre-test (McDaniel & Gates 
2007:353).  “The purpose of a pre-test is to ensure that the questionnaire 
meets the researcher’s expectations in terms of the information that will be 
obtained” (Aaker et al 2004:327).  Pre-tests are administered on a small 
sample of people representing the investigation group (Wiid & Diggines 
2009:181), and assist researchers by identifying whether the questionnaire 
lacks continuity and whether any of the questions have been misinterpreted 
by respondents.  Furthermore, the pre-test helps to uncover poor skip 
patterns and reveals additional alternatives for pre-coded and closed-ended 
questions.  Lastly, it provides the researcher with a general reaction from the 
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respondent (McDaniel & Gates 2007:353).  After completing the pre-test, 
where necessary questions can be adjusted and questions which provided 
irrelevant information can be eliminated (Wiid & Diggines 2009:181).   If there 
are extensive changes in the questionnaire design, or if there are question 
alterations after the original pre-test is conducted, a second pre-test should 
be carried out (McDaniel & Gates 2007:355). During the current study, two 
pre-tests were conducted. Thirty respondents were chosen on a convenience 
basis to participate in the first pre-test.  Based on the feedback from 
respondents and an analysis of results, adjustments were made to the 
original questionnaire.  The second pre-test was distributed to twenty 
respondents: no adjustments were made after this pre-test and therefore the 
questionnaire was distributed ‘as is’ to the sample. 
 
2.7 SAMPLING 
Sampling involves a process of obtaining information from a sample of a 
larger group (the population) (McDaniel & Gates 2007:374).  This information 
can be used to draw specific conclusions or to generalise about the entire 
population (Wiid & Diggines 2009:191).  Sampling allows researchers to 
make estimates much quicker and at a lower cost than would be possible by 
any other means (McDaniel & Gates 2007:374).   
 
2.7.1 Target population 
The reason for developing a sampling plan is to identify the characteristics of 
the individuals from whom information is required in order to meet the 
research objectives (McDaniel & Gates 2007:376).  The individuals are 
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defined by geographic area, demographic characteristics, product or service 
usage characteristics, and/or awareness measures (McDaniel & Gates 
2007:376).  These individuals are known as the target population.   
 
The target population for the current study consisted of adult, employed 
consumers who resided in Port Elizabeth.   
 
2.7.2 Sampling method 
Two major categories of sampling methods exist, namely, probability and 
non-probability sampling (Wiid & Diggines 2009:199).  “In probability 
sampling, each unit of the population has a known positive (non-zero) 
probability of being selected as a unit of the sample” (Wiid & Diggines 
2009:199). “In non-probability sampling methods, the probability that a 
specific unit of the population will be selected is unknown and cannot be 
determined” (Wiid & Diggines 2009:199).  
 
Non-probability sampling was used for the current study.  The reason was 
that these methods are more convenient and cheaper than probability 
sampling methods and  take less time to implement in practice (Wiid & 
Diggines 2009:199).  Using non-probability methods, however, also holds 
some disadvantages. Firstly, the researcher cannot compute sampling errors; 
secondly, the extent to which the sample is representative of the population 
(from which it was drawn) is not known to the researcher and lastly, it is not 
possible to project the sample results to the total population (McDaniel & 
Gates 2007:381). 
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The disadvantages of non-probability sampling methods do not suggest that 
these sampling methods cannot yield good results, but that the user cannot 
guarantee reliability (Wiid & Diggines 2009:199).   
 
There are four types of non-probability sampling methods, namely, 
convenience sampling, judgement sampling, quota sampling and snowball 
sampling (McDaniel & Gates 2007:392).  Convenience sampling was used to 
draw the required sample for this study.  Convenience samples are primarily 
used for reasons of convenience (McDaniel & Gates 2007:392).  This 
sampling technique selects a sample of the population that is readily 
accessible or available to the researcher (Wiid & Diggines 2009:200).  Only 
individuals who are at the same place at the same time as the researcher 
have a possibility of being selected for an interview (Wiid & Diggines 
2009:200).  Therefore, this sample cannot be seen as a representation of the 
population and hence no reliable generalisations can be made (Wiid & 
Diggines 2009:200).   
 
2.7.3 Sample size 
When deciding on sample size researchers select a sample “that is big 
enough to yield a relatively precise estimate of the population values, but at 
the same time can be executed economically and practically” (Wiid & 
Diggines 2009:210).  Often the sample size decided on is based on personal 
judgement rather than calculation (Wiid & Diggines 2009:210).  To determine 
sample size for non-probability sampling, researchers rely on the available 
budget, rules of thumb, or a number of subgroups analysed in their 
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determination of sample size (McDaniel & Gates 2007:382).  In the present 
study 200 questionnaires were received and accepted for further data 
analysis, yielding a response rate of 100%. 
 
2.8 DATA ANALYSIS 
Data analysis is conducted to make sense of the raw data in order that valid 
conclusions and recommendations can be made.  The present study followed 
four steps in the data analysis process, namely, preliminary preparation, 
reliability and validity analysis, descriptive analysis and inferential analysis. 
 
2.8.1 Preparing the data for analysis 
The mass of raw data obtained from questionnaires is meaningless (Tustin, 
Ligthelm, Martins & van Wyk 2005:451).  It first needs to be converted into a 
suitable form before it can be subjected to statistical analysis (Malhotra 
2010:451).  The way in which data is prepared and converted for statistical 
analysis will determine the quality of results obtained as well as the 
subsequent interpretation (Aaker, Kumar & Day 2007:432).  The major data 
preparation techniques include data editing, coding and if necessary, 
statistically adjusting the data (Aaker et al 2007:432). 
 
During the editing process, all questionnaires are reviewed to check whether 
they have been completed correctly and whether they are complete (Wiid & 
Diggines 2009:229).  The objective of editing is to increase the accuracy and 
precision of questionnaires (Malhotra 2010:453).  All questions are checked 
or edited before the responses are captured to determine whether the 
33 
 
recorded data is acceptable and useful and, if so, to prepare the data for 
coding and capturing (Tustin et al 2005:454).  Unsatisfactory responses are 
handled by either adjusting or discarding the questionnaire (Wiid & Diggines 
2009:229).  The current study used all the questionnaires which were 
returned, as no unsatisfactory responses were noted.   
 
Coding refers to the process of assigning a code, usually a number, to the 
various responses to a particular question (Malhotra 2010:454).  In surveys 
where mostly closed-ended questions are used, the items are pre-coded 
(McDaniel & Gates 2008:396).  In the present study all questions from 
Sections A and B were pre-coded, as respondents had to select an option 
from the statements provided.  The data was captured in Microsoft Excel and 
then imported into the statistical software package “Statistica”, for the 
statistical analysis.  
 
2.8.2 Reliability and validity  
 “Reliability is the degree to which measures are free from random error, and 
therefore provide consistent data”   (McDaniel & Gates 2008:247). Less error 
results in more reliability and therefore a measurement that is error-free is a 
correct measure (McDaniel & Gates 2008:247).  Three methods are used to 
assess reliability, namely, test-retest, the use of equivalent forms and internal 
consistency (McDaniel & Gates 2008:247). The test-retest method repeats 
the measurement using the same instrument, and approximating the original 
conditions as closely as possible (Malhotra 2010:318).  “Equivalent form 
reliability is determined by measuring the correlations on the two instruments 
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whereas internal consistency reliability assesses the ability to produce similar 
results when different samples are used to measure a phenomenon during 
the same period” (McDaniel & Gates 2008:248).  The present study used 
internal consistency reliability. 
 
A popular approach to measuring internal consistency is to use the 
coefficient alpha (Cronbach alpha).  “The coefficient varies between 0 to 1, 
and a value of 0.6 or less generally indicates unsatisfactory internal 
consistency reliability” (Malhotra 2010:319).  Cronbach alpha coefficients 
were calculated to assess the reliability of the research instrument.  The 
resulting coefficients ranged from 0.76 to 0.89.  The factor, price, was the 
only exception, yielding a Cronbach alpha coefficient of 0.60.  Four items 
were omitted and deleted from this factor and the remaining items yielded a 
Cronbach alpha coefficient of 0.81.   
 
A research instrument has validity when it measures what it is supposed to 
measure.  Validity can be assessed from different perspectives, including 
content, criterion-related and construct validity (McDaniel & Gates 2008:250).  
Content validity is sometimes referred to as face validity: it is concerned with 
whether the scale provides adequate coverage for the task at hand 
(McDaniel & Gates 2008:250).  “Criterion-related validity reflects whether a 
scale performs as expected in relation to other variables selected as 
meaningful data” (Malhotra 2010:320).  Construct validity is established if a 
measure behaves according to the theory behind it (McDaniel & Gates 
2008:252).  Construct validity includes convergent, discriminant and 
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nomological validity (Malhotra 2010:321).  In the present study the 
discriminant validity of the questionnaire was assessed.  Discriminant validity 
uncovers the extent to which a measure does not correlate with other 
constructs from which it should differ (Malhotra 2010:321).  
 
Factor analysis was used in this study to assess the discriminant validity of 
the questionnaire.  A factor analysis is a group of procedures primarily used 
to reduce and summarise data (Malhotra & Birks 2006:572).  The factor 
analysis groups variables with similar characteristics (Tustin et al 2005:668.) 
The relationships among sets of interrelated variables are examined and 
represented by a few underlying factors (Malhotra & Birks 2006:572).  In this 
study, exploratory factor analysis was performed, using Statistica V.10, to 
determine the underlying factor structure in the data.  However the EFA did 
not yield the expected factor structure.  The correlations between the items 
were fairly strong and no clear factor structure was found.  Item–total 
correlations were subsequently determined to test the internal reliability of 
each anticipated factor.  The results are shown in Table 2.2. 
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TABLE 2.2 
ITEM – TOTAL CORRELATIONS AND CRONBACH ALPHAS 
  
ITEM 
ITEM TOTAL 
CORRELATION 
 
DECISION MAKING AND PURCHASE BEHAVIOUR 
1 I recognise the importance of buying environmentally-friendly products. 0.64 
2 I search for information on environmentally-friendly products. 0.64 
3 I shop around for environmentally-friendly alternatives. 0.71 
4 If possible I would like to buy environmentally-friendly products. 0.67 
5 After I buy environmentally-friendly products I feel very happy with 
myself. 0.69 
   Cronbach alpha 0.85 
NORMS 
6 Most of my friends think consumers should use products that are 
safe for the environment. 0.63 
7 Most of my friends expect consumers to recycle. 0.70 
8 Most of my friends think consumers should be interested in the 
environmental consequences of their purchases. 0.73 
9 I feel a personal, moral obligation to do whatever I can to help improve the environment. 0.67 
10 I feel a personal, moral obligation to recycle household waste. 0.61 
11 I have decided to only purchase environmentally – friendly products in an attempt to contribute to protecting the environment. 0.60 
Cronbach alpha 0.86 
ENVIRONMENTAL CONCERN 
12 I feel angry when I think of the ways industries are polluting the 
environment. 0.63 
13 I am concerned about environmental issues. 0.77 
14 I contribute to slowing down pollution wherever I can. 0.79 
15 Whenever possible, I purchase products which I know are not harmful to the environment. 0.78 
16 I have changed my buying behaviour because I am concerned 
about the environment. 0.66 
Cronbach alpha 0.89 
ENVIRONMENTAL KNOWLEDGE 
36 I know when a product is harmful to the environment. 0.42 
37 I know what the causes of pollution are. 0.63 
38 I know when I do something that can harm the environment. 0.67 
39 I know what the causes of global warming are. 0.62 
40 I will produce less carbon dioxide if I do not use my car. 0.52 
41 I know what “carbon footprint” means. 0.40 
Cronbach alpha 0.78 
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TABLE 2.2 (CONTINUED) 
ITEM – TOTAL CORRELATIONS AND CRONBACH ALPHAS 
 
ITEM 
 
 
 
ITEM TOTAL 
CORRELATION 
 
 
 
PRICE 
17 Price is an important factor in my decision to buy or not to buy 
environmentally-friendly products. 0.20 
18 Although environmentally-friendly products cost more than my 
regular products I would (still) purchase them. 0.39 
19 If environmentally-friendly products cost the same as regular products, I would purchase them. 0.39 
20 I am willing to pay more for environmentally-friendly products than for regular products. 0.44 
21 I am willing to pay 15-20% more for environmentally-friendly products. 0.47 
22 Environmentally-friendly products are too expensive for me to buy. 0.06 
23 Consumers should pay more for products that can harm the 
environment 0.28 
Cronbach alpha 0.60 
 PRODUCT  
24 When I have a choice between two equal products, I always purchase the one which is least harmful to the environment. 0.52 
25 I do not buy products in aerosol containers. 0.41 
26 Wherever possible, I buy products packaged in reusable 
containers. 0.72 
27 Wherever possible I buy products in containers that are 
recyclable e.g. glass, carton. 0.66 
28 If environmentally–friendly products perform the same as my 
regular products, I would purchase them. 0.51 
Cronbach alpha 0.78 
PROMOTION 
32 I often see advertisements about environmentally-friendly products. 0.59 
33 Environmentally-friendly products are marketed to me in a way 
which I find really engaging and relevant to my lifestyle. 0.71 
34 I feel I can believe the claims made in advertisements promoting environmentally-friendly products. 0.38 
35 Most advertising makes it clear whether the product is 
environmentally-friendly or not. 0.60 
Cronbach alpha 0.77 
PLACE 
29 I am willing to spend considerable time and effort to buy 
environmentally-friendly products. 0.54 
30 I am willing to buy environmentally-friendly products if they are 
readily available. 0.69 
31 I am willing to buy environmentally-friendly products if they are 
available at the supermarkets where I shop. 0.56 
Cronbach alpha 0.76 
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All Cronbach alpha coefficients were above 0.70 (Table 2.2), and were 
regarded as acceptable (Christmann & Van Aelst 2006:1661) except for the 
factor price, which was the only exception, yielding a Cronbach alpha 
coefficient of 0.60.  Low inter-item correlations (<0.30) were indicated for 
items 17, 19, 22, 23.  As a result these four items were omitted from 
subsequent analysis.  The remaining items (18, 20 and 21) correlated quite 
strongly and were therefore retained.  Following the deletion of the four 
problem items, the Cronbach alpha for price improved to 0.81.   
 
Because of the good internal reliability of the factors, all the anticipated 
person and marketing related factors were retained.  Table 2.3 shows the 
mean scores and standard deviations for all these factors.  Table 2.4 shows 
the correlations among the factors. 
 
TABLE 2.3 
MEAN SCORES AND STANDARD DEVIATIONS: ALL FACTORS 
FACTOR MEAN STD. DEV 
 
NORMS 3.03 0.66 
CONCERN 3.32 0.65 
KNOWLEDGE 3.27 0.53 
PRICE 3.02 0.89 
PRODUCT 3.02 0.66 
PLACE 3.22 0.65 
PROMOTION 2.80 0.71 
 
As shown in Table 2.3, all the mean scores were fairly close to the middle of 
the five-point scale.  Environmental concern attracted the highest mean score 
(M=3.32) and promotion the lowest (M=2.80). 
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TABLE 2.4 
CORRELATIONS AMONG PERSON AND MARKETING RELATED 
FACTORS 
 
 
 
 
 
 
 
 
 
 
 
 
 
All the factors were strongly and statistically significantly correlated at p<0.05 
(See Table 2.4).  Especially high correlations were noted among norms and 
environmental concern. 
 
2.8.3 Descriptive analysis 
Descriptive statistics summarise, organise and simplify data (Gravetter & 
Wallnau 2005:5). These are techniques that organise or summarise raw 
scores into a form that is more manageable (Gravetter & Wallnau 2005:5).  
Descriptive statistics are usually associated with frequency distribution and 
include measures of central tendency (mean, median and mode), measures 
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Norms 1.00       
Concern 0.79 1.00      
Knowledge 0.53 0.62 1.00     
Price 0.61 0.55 0.36 1.00    
Product 0.61 0.66 0.51 0.53 1.00   
Promotion 0.48 0.36 0.35 0.38 0.38 1.00  
Place 0.64 0.69 0.62 0.45 0.66 0.39 1.00 
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of dispersion (range, standard deviation and coefficient of variation), and 
measures of shape (skewness and kurtosis) (Aaker et al 2007:438).  In this 
study, descriptive analyses relate to the respondents’ demographic 
characteristics and the mean scores for different factors. 
 
2.8.4 Inferential analysis 
After results have been described, the outcomes have to be interpreted.  This 
is the role of inferential statistics (Gravetter & Wallnau 2005:8).  Inferential 
statistics are used to make inferences about the population on the grounds of 
what has been observed (Tustin et al 2005:559).  One of the most commonly 
used inferential procedures is hypothesis testing (Gravetter & Wallnau 
2005:178).  The current research had 10 hypotheses (section 1.4), which 
were tested.   
 
It is important to use the most appropriate statistical technique to test the 
hypothesis (Tustin et al 2005:583).  The statistical techniques employed in 
the current research included regression analysis, t-tests, ANOVA and 
Tukey’s alternate procedures.  Regression analysis is a procedure used to 
analyse the relationships between metric dependent variables and one or 
more independent variables. Furthermore, it determines the mathematical 
equation relating to both the dependent and independent variables, and is 
used to predict the values of the dependent variables (Malhotra 2010:568). In 
the current research a single regression, t-tests and analyses of variance 
(ANOVA) were used. 
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2.9 PROBLEMS OF THE RESEARCH 
The researcher experienced no major problems regarding the research 
process.  Three minor problems were the many “old” sources which were 
used in the study. This was the result of trying to trace back secondary 
sources to find the original source. It also took time initially to get the 
questionnaire approved because two pilot studies had to be done.  Also the 
time it took respondents to complete and return questionnaires was 
protracted and thus delayed completion of the project. 
 
2.10 SUMMARY 
This chapter provided a description of the research design, data collection, 
sample selection and statistical analysis as well as problems experienced 
during the research process.   
 
The population of the research consisted of consumers residing in Port 
Elizabeth, those purchasing environmentally–friendly products and those not 
purchasing.  A convenience sampling method was employed to select 200 
respondents.  The statistical analysis process involved four stages, namely, 
preliminary preparation, reliability and validity analysis and computing of 
descriptive and inferential statistics. 
 
The literature contained in Chapter 3 will introduce the person related 
variables, namely, norms, environmental concern and environmental 
knowledge.  Chapter 4 will introduce the marketing related variables, namely, 
product, price, promotion and place. 
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CHAPTER 3 
PERSON RELATED VARIABLES 
 
3.1 INTRODUCTION 
Chapter 2 described the research design and methodology.  This chapter, 
the first of two theoretical chapters in the study, addresses the first part of the 
first research objective (Section 1.2), namely, to identify person related 
variables that might influence consumers purchasing environmentally– 
friendly products.  
 
This chapter starts off with a definition of norms; different categories of norms 
are discussed throughout this section, and a model of normative decision 
making is presented.  Thereafter the focus shifts to environmental concern, 
contemplating whether there is a relationship between attitudes and 
environmental concern, ways in which to profile environmentally–friendly 
consumers and the influence of environmental concern on environmentally – 
friendly behaviour.  Environmental knowledge is discussed in terms of the 
various types of knowledge and their role in shaping behaviour. 
 
3.2 NORMS 
In addition to attitudes such as environmental concern increasing the 
likelihood of environmentally-friendly behaviour, other factors such as 
subjective norms have accurately predicted behavioural intentions (Ajzen & 
1991:206). Consequently the notion of norms and their influence on 
environmentally–friendly behaviour will be discussed in more detail. 
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3.2.1 Definition of norms 
“Norms” seem to have many different meanings within a scientific context. 
Williams (1968:204) defines a norm as “a rule, standard or pattern for action; 
… a cultural (shared) definition of desirable behaviour.” From this definition it 
is evident that norms are shared by two or more individuals.  Norms can refer 
to what is commonly done (descriptive norms) or what is commonly approved 
and disapproved of (injunctive norms).  It is important to differentiate between 
these constructs as each represents a different source of human motivation 
(Kallgren, Reno & Cialdini 2000:1002).  Furthermore, the two types of norms 
also lead to different behaviour in the same setting   (Reno, Cialdini & 
Kallgren in Kallgren et al 2000:1002). 
 
Norms are present in all aspects of human activity and experiences which 
are regarded as important or of consequence.  There are norms for 
perceiving, feeling, thinking, judging, evaluating and acting (Williams 
1968:205). Individuals learn norms through social interaction with others 
(Williams 1968:205).  
 
3.2.2 Categories of norms 
Norms can guide behaviour if they prescribe how to behave or prescribe how 
not to behave.  These norms can be categorised as social norms and 
personal norms.  
 
 
 
44 
 
3.2.2.1 Social norms 
Williams (1968:204) describes social norms as “codes of conduct,… [or] … 
the standards of reference by which behaviour is judged and approved or 
disapproved of”. Baron, Byrne and Johnson (1998:184) explain that social 
norms are “explicit or unspoken rules indicating how individuals should or 
ought to behave.”  
 
In social psychology there is disagreement about the explanatory and 
predictive value of social norms on behaviour.  Some view the concept as 
important for a proper understanding of human social behaviour; others see 
little value in the concept, arguing that it is vague, contradictory and not 
suitable for empirical testing (Kallgren et al 2000:1002).  Cialdini, Reno and 
Kallgren (1990:1025) agree that social norms impact human behaviour, but 
also attest that the impact of these norms can only be determined “through 
the application of certain theoretical refinements”, which in the past have not 
been traditionally or rigorously applied. 
 
Even if social norms are widely present and accepted within a culture, 
individuals can still behave in conflict with them.  In order for social norms to 
direct behaviour, they need to be important to an individual at the time of the 
behavioural act.  This prerequisite applies to both social and personal norms 
(Kallgren et al 2000:1010). Generally individuals search for social support for 
their behaviours; therefore if the social norms maintained by individuals’ 
social networks differ from their own, they can be tempted to behave in 
conflict with their own attitudes (Ajzen & Fishbein in Bratt 1999:632).  
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Conversely, individuals prefer to believe that their preferences and 
consumption habits are shared by others, particularly when the behaviour is 
perceived as questionable (Folkes 1988:551).  Consequently, the 
experiences individuals possess and information they have on the behaviour 
of others may influence their behaviour.  “Both experienced social norms and 
information on the behaviour of others may influence an individual’s 
behaviour” (Festinger in Bratt 1999:632).  If there is uncertainty about the 
consequences of behaviour this can also create the need for social support.  
“When the physical reality is ambiguous, the social reality may assume 
increased importance for the individual’s choices” (Festinger in Bratt 
1999:632). 
 
Individuals’ search for social support for their environmentally–friendly 
behaviour can be an important determinant of their behaviour. However, 
Hopper and Nielsen (1991:200) found that social norms may be  too general 
and detached to govern behaviour; instead “the social norms are adopted by 
individuals on a personal level and become personal norms which then 
govern behaviour and influence how the individual feels that “he/she should 
behave” (Bratt 1999:632). 
 
3.2.2.2 Personal norms 
According to the norm–activation theory, an important requirement for 
environmentally–friendly behaviour is the presence of a personal moral norm.  
Stern (in Nordlund & Garvill 2002:753) describes personal moral norms in the 
context of the environment as “the main basis for an individual’s general 
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disposition to pro-environmental actions”. This “predisposition should 
influence all kinds of behaviour taken with pro-environmental intent” (Stern in 
Nordlund & Garvill 2002:753). Personal norms can be seen as rules which 
individuals create for themselves.  An example of a personal norm can be a 
consumer who decides to purchase only environmentally–friendly products in 
an attempt to contribute to protecting the environment.  This is a personal 
choice and goes beyond the social norm, for example, an individual who tries 
to save electricity by switching off all non-essential appliances. 
 
Personal norms emerge when the individual becomes aware of 
environmental conditions that threaten something which is valuable, for 
example, individuals becoming aware of how their behaviour is threatening 
nature, or someone else’s well-being, or their own well-being (Nordlund & 
Garvill 2002:745). “The personal norm, experienced as a moral obligation to 
act to protect whatever is threatened, is derived from the individual’s relevant 
general and environmental values” (Nordlund & Garvill 2002:745).   
 
Hopper and Nielsen (1991:215) found that “personal norms had a greater 
ability to influence [behaviour] if people’s awareness of the environmental 
consequences of behaviour was high”. Nordlund and Garvill (2002:752) 
agree that the personal norm influences behaviour. 
 
3.2.3 A model of normative decision making 
 Schwartz and Howard (in Klockner & Matthies 2004:320) developed the 
model of normative decision making as shown in Figure 3.1. 
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Source:  Klockner & Matthies (2004:320)
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FIGURE 3.1 
THE MODEL OF NORMATIVE DECISION 
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This model approaches decision-making and behaviour from a psychological 
perspective and incorporates the individual’s normative system comprised of 
social and personal norms (Klockner & Matthies 2004:320). During the first 
stage individuals become aware of a need, they determine the potential 
consequences of reacting to the need and their own ability to satisfy the 
need.  During the second stage they evaluate the need against their personal 
norms, social norms and also against non-moral aspects.  During the third 
stage the benefits and costs (monetary/non-monetary) associated with 
satisfying the need are determined.  After all three stages are complete the 
individual either displays behaviour in support of the need or enters a stage 
of denial (Klockner & Matthies 2004:320). These stages are subsequently 
discussed in more detail. 
 
3.2.3.1 The attention stage 
The first stage, the attention stage, identifies the required preconditions to get 
the process of normative decision making on the way.  If a situation calls for 
environmental protection (this is the need) the process of normative decision 
making can only start if there is an awareness of a need – the first 
component of the attention stage (Klockner & Matthies 2004:320). 
 
Awareness of consequences is the second component of the attention stage.  
If individuals are not aware of the consequences (negative or positive) that 
their actions can have on the environment, then no moral decision making 
will take place.   
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The third component of the attention stage is referred to as perceived 
behavioural control.  This refers to individuals recognising their own ability to 
engage in actions which will assist with conserving the environment.  Moral 
decisions cannot be made unless individuals perceive at least a minimum 
control over their actions.  After all three steps are taken the process of 
normative decision making enters stage two – the motivation stage (Klockner 
& Matthies 2004:320). 
 
3.2.3.2 The motivation stage 
During this stage numerous motivational systems are activated.  Individuals 
would firstly have a motive to behave consistently with their internal value 
system, also referred to as personal norms (Klockner & Matthies 2004:320).   
These personal norms are “internalized social norms which at least in part 
become independent of the social norms by their integration into the personal 
value system” (Schwartz & Howard in Klockner & Matthies 2004:321).  The 
second motive is to behave in accordance with the expectations of relevant 
others (social norms).  Social norms “reflect the influence of perceived 
general normative pressure” (Klockner & Matthies 2004:321).   The third 
group known as non-moral motives, unlike the previous groups,  are not 
moral in nature, but include aspects such as the motive to save money or 
time, to be comfortable or to feel safe (Klockner & Matthies 2004:321).   
 
3.2.3.3 The evaluation stage 
Once personal norms, social norms and moral motives are activated, the 
third stage, the evaluation stage, is entered.  During this stage the benefits 
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and costs associated with different alternative actions are anticipated and the 
pros and cons weighed according to the three motivational systems of the 
previous stage.  Feelings of guilt for participating in destroying the 
environment are possible costs of actions that are at odds with personal 
norms, whereas satisfaction is the corresponding benefit.  Shame, pride and 
social appreciation represent costs and benefits according to social norms. 
Examples of costs according to non-moral motivations include monetary 
costs, the anticipated loss of time, comfort or safety, whereas the anticipated 
benefits include saving time or money and being comfortable and safe. As a 
result of this trade-off process, there is a possibility that individuals will make 
a decision for one of the alternative behaviours.  If individuals are uncertain, 
or no decision is made because of a tie in advantages and disadvantages, a 
fourth stage, that of denial is entered. (Klockner & Matthies 2004:321).   
 
3.2.3.4 The denial stage 
During the denial stage “the components of the attention stage are 
reinterpreted so that the process of moral decision-making starts under new 
conditions.  It could also happen that the moral components of decision-
making are now entirely eliminated.  Possible mechanisms at this stage are 
to deny (Klockner & Matthies 2004:321) 
• personal responsibility for the protection of the environment; 
• the problem completely (reducing awareness of need); 
• the consequences of [individuals’] actions (reducing awareness of 
consequences); or  
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• the personal control over ones action (reducing perceived behavioural 
control)”.   
 
3.3 ENVIRONMENTAL CONCERN 
The term environmental concern is used to refer to a range of 
“environmentally related perceptions, emotions, knowledge, attitudes, values 
and behaviour” (Bamberg 2003:21).  Kim and Choi (2005:593) define 
environmental concern as “an individual’s general orientation toward the 
environment.” Initially environmental concern was defined as “a general or 
global attitude with indirect effects on behaviour through behavioural 
intentions” (Crosby, Gill & Taylor 1981:30).  Dunlap and Van Liere (in 
Bamberg 2003:21) define environmental concern as “an attitude which 
centers on the cognitive and affective evaluation of the object environmental 
protection.”  Weigel (in Fransson & Garling 1999:370) argues that 
“environmental concern has been treated as an evaluation of, or an attitude 
toward facts, one’s own behaviour, or others’ behaviour with consequences 
for the environment.”  Therefore it appears as if environmental concern refers 
to both a specific and a general attitude (Fransson & Garling 1999:380).  The 
notion of attitudes is subsequently discussed in more detail. 
 
3.3.1 Attitudes and environmental concern 
An attitude is defined as “a learned tendency to respond consistently toward 
a given object such as a brand.  Attitudes encompass an individual’s value 
system, which represents personal standards of good and bad, right and 
wrong and so forth” (Lamb, Hair, McDaniel, Boshoff & Terblanche 2008:81).  
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Consumer behaviourists continuously stress that attitudes have an ability to 
predict individuals’ actions.  Roberts and Bacon (1997:81) agree that 
“attitudes can be useful in predicting behaviour”. Numerous situational and 
dispositional factors that improve the predictive ability of consumer attitude 
have been identified (Gupta & Ogden 2009:379).  For example, attitudes 
significantly predict behaviour when 
• an individual has a specific personality type “with a high need for 
cognition” (Cacioppo, Kao, Petty & Rodriguez 1986:1043); 
• “relevant attitudes are consistent with the beliefs of individuals” 
(Norman 1975:90); and 
• attitudes result from personal experience or a high level of knowledge 
on a specific issue (Davidson & Jaccard in Gupta & Ogden 2009:377). 
In general, research indicates a positive relationship between environmental 
attitudes and behaviour (Roberts & Bacon 1997:81).  Several theories have 
attempted to explain how attitudes predict behaviour.  Firstly, the theory of 
reasoned action assumes that individuals first determine what the 
repercussions of their behaviour will be before deciding to engage in this 
behaviour (Ajzen & Fishbein in Gupta & Ogden 2009:379).  This results in 
individuals forming intentions to perform behaviours.  These intentions are 
derived from individuals’ attitudes towards the behaviour and their 
perceptions of society’s opinions.  Therefore this model argues that 
individuals first form attitudes, norms and intentions before performing the 
behaviour (Gupta & Ogden 2009:379). 
 
53 
 
The second theory is the theory of planned behaviour which is an extension 
of the theory of reasoned action.  Perceived behavioural control is a new 
component added to the theory; it is the “[individual’s] perception of the ease 
or difficulty of performing the behaviour” (Ajzen1991:183).  Generally, 
behaviours that are perceived to be easier to perform will be carried out prior 
to the difficult ones (Ajzen1991:184).  Perceived behavioural control is also 
linked to control beliefs, which are formed by the individual as well as the 
individual’s acquaintances’ past experience with the behaviour and by 
“factors that increase or reduce the perceived difficulty of performing the 
behaviour in question (Azjen 1991:196).  “Therefore, the intention to perform 
a behaviour is enhanced under conditions of favourable attitude towards the 
behaviour and subjective norm and greater perceived behavioural control” 
(Gupta & Ogden 2009:380). 
 
In contrast with the aforementioned theories, Fazio (in Gupta & Ogden 
2009:380) proposes that attitudes automatically and spontaneously guide 
behaviour, instead of behaviour being guided by a deliberate process, as 
suggested by the theory of reasoned action and planned behaviour.  Fazio 
(in Gupta & Ogden 2009:380) holds that two conditions determine whether 
behaviour will be consistent with attitudes, namely 
• “when the attitude is accessed spontaneously by the mere presence of 
the attitude object”; and 
• “when the attitude influences the perception of the object so that when 
the attitude is favourable (unfavourable) the traits of the object are 
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also perceived as favourable (unfavourable)”  (Fazio in Gupta & 
Ogden 2009:380). 
 
Despite the theoretical reasoning which suggests a link between attitude and 
behaviour, it is still debatable whether attitudes can be used to predict 
environmentally–friendly behaviour (Gupta & Ogden 2009:380).  Heberlein 
and Black (in Gupta & Ogden 2009:380) found that to predict specific 
behaviour, such as environmentally–friendly behaviour, “the attitudes 
measured need to be pointed at a specific environmental issue”.  Other 
attempts used to predict environmentally–friendly behaviour include 
compiling a profile of the environmentally concerned consumer in order to 
determine the characteristics of these individuals and whether they engage in 
environmentally–friendly behaviour. 
 
3.3.2 Profile of the environmentally concerned consumer 
“The [environmentally] concerned consumer can be defined as an [individual] 
who purchases (avoids) products and services which he/she perceives to 
have a positive (negative) impact on the environment” (Roberts & Bacon 
1997:84).  Demographic, socioeconomic, cultural and personality variables 
can be used in addition to attitudes in identifying environmentally concerned 
consumers (Schwepker & Cornwell 1991:81).  These factors are expounded 
upon in the next section. 
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3.3.2.1 Demographic variables 
 Younger persons were found to display more concern for environmental 
degradation than older persons (Fransson & Garling 1999:372).  However, 
there appear to be inconsistencies regarding which gender is more 
environmentally-concerned.  Mostafa (2007:220) found that males displayed 
more concern for the environment than females, whereas Stern, Dietz and 
Kalof (in Fransson & Garling 1999:372) found that women expressed a 
stronger intention to behave environmentally–friendly and held stronger 
beliefs about “detrimental consequences of environmental degradation” than 
males did.  Lee (2009:91) agrees that female adolescents are reportedly 
more concerned about the environment.  Minton and Rose (1997:38), 
however, point out that although it is important to identify the demographic 
characteristics of different consumers, it cannot be assumed that these 
characteristics will definitely predict environmental concern or even 
environmentally–friendly behaviour because of inconsistencies in research 
findings  
 
3.3.2.2 Socio-economic variables 
Socio-economic variables indicate that individuals from the upper and middle 
classes, who are better educated and have higher incomes, display more 
concern for the environment.  Also, individuals who reside in urban areas 
tend to show more concern for the environment than those residing in rural 
areas do (Fransson & Garling 1999:371).  
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3.3.2.3 Personality variables 
Several personality variables have also been used to identify environmentally 
concerned consumers, but two variables are prominent, locus of control and 
alienation (Schwepker & Cornwell 1991:85).  Locus of control refers to 
whether individuals believe that the outcome of an event is within their control 
or out of their control (Du Toit, Erasmus & Strydom 2007:46).  “When 
investigating the relationship between locus of control and environmental 
concern Henion and Wilson(in Schwepker & Cornwell 1991:85) found a 
positive correlation between internal locus of control and perceived consumer 
[helpfulness] with regard to pollution” (Schwepker & Cornwell 1991:85).  
Pollution is an index of environmental concern and an ecology scale which is 
used to measure what an individual knows, thinks, feels and actually does 
regarding ecology and pollution (Schwepker & Cornwell 1991:85).  Therefore 
consumers with an internal locus of control may have a positive mind-set 
towards living an environmentally–friendly lifestyle.  The likelihood of these 
consumers purchasing environmentally-friendly products is much higher than 
consumers with an external locus of control (Schwepker & Cornwell 
1991:86).  
 
Alienation refers to feeling isolated from one’s community.   While results are 
contradictory, it appears that the less alienated individual may be more 
concerned about community or society and therefore may express more 
dissatisfaction with environmental degradation and be more inclined to 
purchase environmentally–friendly products.  The more alienated individual 
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may be less concerned and therefore will not make any special effort to 
purchase these products (Schwepker & Cornwell 1991:86).   
 
3.3.3 Attitude  
 Environmentally concerned consumers’ attitudes should express their 
concern for the environment (Kinnear, Taylor & Ahmed 1974:23).  In a study 
researching individuals’ attitudes toward pollution, it was found that 
individuals’ attitudes towards pollution affect their attitudes to environmentally 
–friendly living.  If individuals have a positive attitude toward environmentally-
friendly living, they will purchase and consume environmentally–friendly 
products (Balderjahn in Schwepker & Cornwell 1991:86).  
 
3.3.4 Environmental concern and environmentally–friendly behaviour 
Schwepker and Cornwell (1991:77) point out that consumers’ mind-sets 
appear to have changed since the early 1970s and that it is undeniable that 
there are environmentally–concerned consumers. Research conducted by 
Schlossberg (in Schwepker and Cornwell 1991:80) found that 84% of 
consumers voiced concern for environmental issues, and a similar number 
were changing their buying behaviour because of their concern. 
 
Although there appears to be greater concern for the environment among 
consumers, research has become rather sceptical concerning the 
explanatory power of environmental concern.  Either the concept of 
environmental concern is completely replaced with attitudes pertaining to 
particular behaviour, or environmental concern is now viewed more as a 
58 
 
philosophy which influences only symbolic ‘low cost’ environmentally related 
behaviours.  Studies conducted on the direct empirical relationship between 
environmental concern and behaviour all agree that the relationship between 
the two is low to moderate (Bamberg 2003:22).   
 
Various studies have found that although consumers claim to be concerned 
about the environment, that concern is not always displayed in their general, 
or even their purchase behaviour (Pickett-Baker & Ozaki 2008:282).  
Similarly Kim and Choi (2005:596) found that even individuals who consider 
themselves as environmentally concerned, purchase and consume products 
that are not environmentally–friendly.   This is known as the value action gap 
(Pickett-Baker & Ozaki 2008:282).  The gap between environmental concern 
and environmentally–friendly behaviour can be attributed to “low correlations 
among environmental behaviour, different levels of specificity in attitude–
behaviour measures, effects of external variables and lack of measurement 
reliability and validity” (Mainieri, Barnett, Valdero, Unipan & Oskamp 
1997:192). 
 
Fransson and Garling (1999:379) suggest that to change individuals’ 
behaviour, their environmental concern first needs to be heightened.  
Kilboure and Pickett (2008:891) agree that individuals’ level of environmental 
concern should be increased as this would raise the likelihood of 
environmentally–friendly behaviour.   
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3.4 KNOWLEDGE 
Knowledge is “information possessed in the mind of individuals: it is 
personalised information (which may or may not be new, unique, useful or 
accurate) related to facts, procedures, concepts, interpretations, ideas, 
observations and judgement (Alavi & Leidner 1998:7). Environmental 
knowledge can be defined as a “general knowledge of facts, concepts and 
relationships concerning the natural environment and its major ecosystems” 
(Fryxell & Lo 2003:48). Knowledge is generally seen as a prerequisite that 
leads to behaviour (Frick, Kaiser &Wilson 2004:1597). Furthermore, 
knowledge enables individuals to complete tasks and solve problems (Frick 
et al 2004:1598).  The question arises whether environmental knowledge is 
also a prerequisite for environmentally-friendly behaviour and whether having 
more knowledge about the environment will help in solving environmental 
problems.   
 
3.4.1 Definition of environmental knowledge 
Environmental knowledge involves “what people know about the 
environment, key relationships leading to environmental aspects or impacts, 
an appreciation of ‘whole systems’, and collective responsibilities necessary 
for sustainable development”  (Mostafa 2007:221).  A number of key issues 
seem to be present in the definition of environmental knowledge, namely the 
importance of knowledge, relationships, systems and actions. 
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3.4.2 Forms of environmental knowledge 
It is important for individuals to have knowledge because it enables them to 
successfully perform actions (Frick et al 2004:1598).  When examining 
environmental action, Schann and Holzer (in Mostafa 2007:221) identified 
two types of knowledge, abstract and concrete.  Abstract knowledge relates 
to environmental issues, such as environmental problems, causes of 
environmental problems and solutions to environmental problems, whereas 
concrete knowledge relates to behavioural knowledge that can be used and 
acted upon (Schann & Holzer in Mostafa 2007:221).  Therefore if individuals 
have abstract knowledge, they are aware of specific environmental problems, 
the origin of these problems and how to rectify the problem. Individuals with 
concrete knowledge know how to behave in a way that has the minimum 
affect on the environment.  To measure the effect of environmental 
knowledge on behaviour, it is important to look at more than one or two forms 
of knowledge, as different forms of knowledge must work together to promote 
environmentally–friendly behaviour (Frick et al 2004:1598).  Therefore 
environmentally–friendly behaviour is not only determined by abstract and 
concrete knowledge, but also by declarative knowledge, procedural 
knowledge, declarative-action knowledge, environmental effectiveness 
knowledge and social knowledge (Frick et al 2004:1598). 
 
3.4.2.1 Declarative knowledge 
“Declarative knowledge provides answers to the question of how 
environmental systems work” (Schahn in Kaiser & Fuhrer 2003:600).  
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Declarative knowledge comprises three forms, namely, systems knowledge, 
action–related knowledge and environmental effectiveness knowledge. 
 
Before a person can act, he or she must have some understanding of the 
natural states of systems (such as ecosystems) and the processes within 
them (Frick et al 2004:1598). This is called systems knowledge.  Since 
relationships exist between systems and the elements in the systems, 
individuals also need knowledge to understand such relationships, for 
example, the relationship between carbon dioxide and global climate change 
(Frick et al 2004:1598). 
 
When people understand these relationships, they might be in a better 
position to also understand the problems caused by such relationships, how 
behaviour influences these problems and what can be done about the 
problems, such as about global warming.  This is referred to as action-related 
knowledge, or knowledge of the “how” (Frick et al 2004:1599).   Action 
related knowledge relates to knowledge of what form of behaviour or possible 
courses of action can be taken.  For example, although the public may know 
that global warming is a problem, they may not know how to minimise the 
effects of global warming (Frick et al 2004:1599).  
 
A third form of knowledge, namely, knowledge about the benefit or 
effectiveness of environmentally responsible actions is required when people 
have to choose from a pool of possible actions (Frick et al 2004:1598). 
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3.4.2.2 Procedural knowledge 
Procedural knowledge relates to knowledge that is acquired through practice.  
In other words, repeatedly performing a task will enable an individual to 
complete it more successfully (Frick et al 2004:1599).  When related to 
environmentally–friendly behaviour procedural knowledge can be further 
subdivided into sorting and avoidance knowledge.  Sorting knowledge, for 
example, is the practice of accurately separating garbage and recyclable 
goods, whereas avoidance knowledge refers to methods that can be 
implemented to reduce garbage (Kaiser & Fuhrer 2003:601). 
 
3.4.2.3 Declarative action–related knowledge 
Declarative action–related knowledge is knowledge which is “accessible by 
means of questioning a ‘practice’.   It refers to information that either has 
direct relevance for action (if I do not use my car, I produce less carbon 
dioxide) or indirect relevance (gray energy is energy invested into products 
before I buy them – a fact that I should consider when I buy certain 
products)” (Frick et al 2004:1599). 
 
3.4.2.4 Environmental effectiveness knowledge 
Environmental effectiveness knowledge relates to the benefit associated with 
behaving in a certain manner (Frick et al 2004:1599). For example, if I buy 
environmentally–friendly detergents that do not contain phosphates, this will 
help prevent water pollution. 
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Action-related and environmental effectiveness knowledge have been found 
to have a direct affect on behaviour, whereas systems knowledge is more 
removed from behaviour and exerts a mediated influence on behaviour (Frick 
et al 2004:1598). 
 
3.4.2.5 Social knowledge 
Social knowledge can also influence an individual’s behaviour (Kaiser & 
Fuhrer 2003:600).  There are two forms of social knowledge, namely,the 
motives and intentions of others, which includes having knowledge about 
activities that other individuals engage in and refrain from, and socially 
shared or common knowledge, which refers to individuals being aware of 
their own expectations as well as what others expect from them (Kaiser & 
Fuhrer 2003:603).  It is important to know the motives and intentions of 
others “in order to avoid being exploited, it is also important to be aware of 
both sets of expectations, to avoid feeling guilty and avoid social sanctions” 
(Kaiser & Fuhrer 2003:600). 
 
3.4.3 The role of environmental knowledge in shaping environmentally- 
friendly behaviour 
Knowledge-based campaigns are a method used to persuade the general 
public to conform to certain types of behaviour, such as environmentally– 
friendly behaviour (Frick et al 2004:1598).  For example, in environmental 
education knowledge is provided in an attempt to teach human beings how to 
manage their behaviour and ecosystems in order to live a sustainable 
lifestyle.  In all enterprises that run knowledge-based campaigns, knowledge 
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is seen as a useful tool to overcome barriers such as ignorance and 
misinformation.  In this context knowledge is regarded as a necessity for 
action, but is generally not enough to result in the desired action.  For these 
campaigns to be effective there has to be a good understanding of what the 
general public already knows, and what it is they need to know (Frick et al 
2004:1598). 
 
Models from the 1970s on pro–environmental behaviour supported the notion 
that environmental knowledge leads to environmental awareness and 
concern, which was then thought to lead to environmentally–friendly 
behaviour (Kollmuss & Agyeman 2002:241).  However, these models were 
soon proven wrong. In most cases increases in knowledge and awareness 
did not lead to environmentally–friendly behaviour (Kollmus & Agyeman 
2002:241). 
 
The above example seems to point to the existence of two schools of 
thought:  on the one hand there is the belief that environmental knowledge 
leads to environmentally-friendly behaviour; on the other hand there is a 
belief that environmental knowledge does not necessarily lead to 
environmentally–friendly behaviour.  
 
Politicians, environmental activists and environmentally concerned 
individuals, who actively work towards protecting the environment and  
promoting the sustainable use of natural resources, are often of the opinion 
that behaviour will change as soon as knowledge is acquired (Kaiser & 
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Fuhrer 2003:599).  Unfortunately this opinion is unjustified, although in theory 
(e.g. Lantermann, Doring-Seipel & Schima in  Kaiser & Fuhrer 2003:599) it is 
agreed that knowledge plays a big role in predicting behaviour. Empirical 
evidence attesting to this, at best, is moderate (e.g. Hines, Hungerford & 
Tomera in Kaiser & Fuhrer 2003:599).  Kollmus and Agyeman (2002:250) are 
of the opinion that only a small percentage of environmentally–friendly 
behaviour is related to environmental knowledge and/or environmental 
awareness.  Other researchers (e.g. Geller 1981:334) argue that 
environmental knowledge “exerts no significant bearing on [environmentally – 
friendly] acts”.  Laroche, Molson, Bergeron and Barbaro-Forleo (2001:509) 
point out that having some knowledge about the environment does not 
necessarily cause consumers to perform eco–friendly acts.  Ellen (in Roberts 
& Bacon 1997:86) holds that even consumers who are concerned about the 
environment might have relatively little knowledge about environmental 
issues. Kollmuss and Agyeman (2002:250) maintain that, on average both 
environmentalists and non-environmentalists have very little knowledge 
about environmental issues. 
 
Kaiser and Fuhrer (2003:598) identified three reasons why environmental 
knowledge fails to promote environmentally–friendly behaviour.  Firstly, there 
is an assumption that more knowledge promotes better behaviour.  This 
might be incorrect, for in order to promote behaviour it is not necessarily the 
amount of knowledge that the individual possesses, but the different forms of 
knowledge (Kaiser& Fuhrer 2003:598) that matter most.  It is important for an 
individual to have more than two forms of knowledge and for the different 
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forms to work together (Kaiser & Fuhrer 2003:598).  Secondly, it is necessary 
to have environmental knowledge for appropriate action to take place, but 
knowledge alone will not promote environmentally-friendly behaviour (Kaiser 
& Fuhrer 2003:599).  Lastly, “psychological factors such as knowledge 
apparently have limited influences on ecological behaviour when strong 
situational constraints are effective” (Kaiser & Fuhrer 2003:598). 
 
Despite the above research findings, many non-governmental organisations 
still seem to base their communication campaigns and strategies on the 
premise that more knowledge will lead to the desired behaviour (Kollmuss & 
Agyeman 2002:241).  This practise is in line with the views of the second 
school of thought, that is, that having more knowledge about the environment 
will lead to environmentally–friendly behaviour.  Kollmus and Agyeman 
(2002:250), affirm that if people are to behave in an environmentally–friendly 
manner they at least need basic knowledge about environmental issues and 
how to minimise their own impact on the environment.  Other researchers 
(e.g. Chan & Yam in Chan 2001:393) agree that individuals’ intention to 
behave in an environmentally-friendly manner depends on the environmental 
knowledge they possess (Chan 2001:393).  Stern (1992:282) found that 
when individuals who are more engaged with environmental issues are 
compared with those who are less engaged, the factor that clearly 
differentiated between the groups was the extent of knowledge they had 
about a specific problem and methods to rectify the problem.  The 
behavioural literature reports a positive relationship between knowledge and 
behaviour (Chan 2001:393).  The current research attempted to determine if 
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a positive relationship indeed exists between the level of knowledge and the 
behaviour of consumers in Port Elizabeth. 
 
3.5 SUMMARY 
This chapter discussed three person related variables, namely, norms, 
environmental concern, environmental knowledge, and the potential influence 
of these variables on consumers purchasing environmentally–friendly 
products. 
 
Two categories of norms exist, namely, social and personal.  The model of 
normative decision making, which explains decision making and behaviour 
from a psychological perspective consists of four stages.  These are 
attention, motivation, evaluation and denial. 
 
It is debatable whether attitudes can predict behaviour.  Environmentally 
concerned consumers can be profiled by means of demographics, culture, 
personality variables and attitudes.  Research has identified a value action 
gap, between consumer concern and behaviour. 
 
Many different forms of knowledge exist: abstract, concrete, declarative, 
procedural, declarative-action, environmental effectiveness and social.  
There are two schools of thought regarding the role of knowledge in shaping 
environmentally–friendly behaviour.  One school believes that environmental 
knowledge leads to environmentally–friendly behaviour, the other believes 
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that environmental knowledge does not necessarily lead to environmentally–
friendly behaviour. 
 
Chapter 4 discusses marketing related variables, namely, price, product, 
promotion and place, and the potential influence these variables can have on 
consumers purchasing environmentally–friendly products. 
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CHAPTER 4 
MARKETING RELATED VARIABLES 
 
4.1 INTRODUCTION  
Chapter 3 provided a brief overview of three person related variables, 
namely, norms, environmental concern and knowledge.  Chapter 4 is the 
second and last theory chapter of this study.  The chapter addresses the 
second part of the first objective stated in Section 1.2 of Chapter 1, namely, 
to identify the marketing related variables which could influence consumers 
purchasing environmentally–friendly products.  
 
The chapter starts with a brief introduction of the marketing mix and 
continues with a discussion on each of the elements of the mix.  The first 
element is price: the importance of pricing is highlighted, as well as the affect 
of an environmentally–friendly orientation on setting prices.  The price section 
concludes with a discussion on the impact of price on consumer behaviour 
and particularly the impact of price on environmentally-friendly behaviour. 
Secondly, product is defined, including a definition of environmentally–
friendly products.  Environmentally–friendly product performance and 
consumer perceptions regarding environmentally–friendly products are 
discussed.  Promotion is discussed next, its importance, promotion 
techniques used by marketers, promotion techniques used for 
environmentally-friendly products and the influence of promotion on 
consumer behaviour.  Lastly, the function of distribution channels and the 
needs fulfilled by these channels are clarified.  The section concludes with 
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consumer perceptions regarding the availability of environmentally–friendly 
products. 
 
4.2 THE MARKETING MIX 
The marketing mix is a term developed “... to describe the appropriate 
combination, in a particular set of circumstances, of the four key elements 
that are at the heart of a company’s marketing programme” (Wilmshurst & 
Mackay 2002:110).  More commonly referred to as the four Ps (price, 
product, promotion and place), these elements form the core decision making 
factors in most marketing contexts.   
 
The marketing mix elements assist the organisation in communicating with 
consumers (George 2004:11).  If any of the elements are carried out 
incorrectly, the organisation’s marketing program will fail and the company 
will not benefit from the operation (Wilmshurst & Mackay 2002:110).  The 
elements of the mix allow organisations to develop a competitive advantage 
and thereby a means to differentiate themselves from their competitors 
(Wilmshurst & Mackay 2002:18). The elements of the marketing mix are all 
interrelated and if any of the elements are changed it can affect the others, 
particularly price (George 2004:11). For example, if an organisation wants to 
improve the performance of a particular product, it may have to improve the 
features of that product, which will increase the price of the product.  
However, if the product is improved, it may be more appealing and therefore 
generate more sales, bigger production runs and lower unit costs and prices 
(Wilmshurst & Mackay 2002:111). 
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4.3 PRICE 
Organisations operate in a competitive and rapidly changing pricing 
environment.  The importance of pricing decisions has increased over the 
years, resulting in many organisations changing the way in which they set 
prices (Cant & van Heerden 2010:230).  Marketers try to create value for 
consumers with the product, place and promotion and attempt to regain 
some of the value by means of the profit the organisation earns (Cant & van 
Heerden 2010:230).   
 
4.3.1 Definitions of price 
Price is that which is exchanged to acquire a good or service (Lamb et al 
2008:381). The meaning of price for a buyer is different from the meaning for 
a seller.  For a buyer price equals the cost of an item or service, whereas for 
a seller, price is revenue, the organisations primary profit (Lamb et al 
2008:357).  
 
4.3.2 The importance of price 
The price of a product is important for the reasons listed below. 
• It plays an important role in consumers’ purchasing decisions.  If 
consumers find it difficult to differentiate between products, price may 
be the overwhelming buying criterion (Peattie 1992:240). 
• The price organisations can charge for a product is important in 
determining how much revenue the product can generate (Peattie 
1992:240), “therefore prices are the key to revenues, which in turn are 
the key to the profit of a firm” (Lamb et al 2008:357). 
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• Prices can assist consumers with determining the value of products 
(Peattie 1992:240); therefore marketers should choose a price that is 
not too high or too low. The price set should be more or less the same 
as the price consumers expect to pay. The price should meet the 
value as perceived by consumers (Lamb et al 2008:357). 
• Price assists organisations with determining who their direct product 
competitors are (Peattie 1992:240). 
 
4.3.3 The effect of an environmentally-friendly orientation on setting prices 
Environmentally–friendly organisations spend large amounts of money 
annually on environmental protection and health and safety measures. This 
additional expenditure is often reflected in the increased prices charged by 
these companies (Peattie 1992:248).  An organisation’s cost structure can 
therefore be affected by how environmentally-friendly the company and its 
products are.  The additional costs environmentally–friendly companies 
attract, are costs related to environmental protection and improved 
environmental performance (Peattie 1992:248). 
 
Over time, the price of environmentally–friendly products can decrease as 
these products and technologies usually become more competitive, “due to 
experience effects and economies of scale from the rising volume of green 
production” (Peattie 1992:248). Organisations producing environmentally- 
friendly products can achieve further cost savings by reducing wastage and 
raw material usage. Economies of scale and wastage reduction will enable 
companies to reduce the price of environmentally–friendly products. Product 
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cost can also change for organisations that do not adopt a greening strategy.  
These costs change to reflect the costs of insuring against environmental 
damage the organisation may have to clean up (Peattie 1992:248).  
Furthermore “products which are not [environmentally–friendly] may also 
incur additional marketing costs needed to differentiate them from green 
competitors’ offerings” (Peattie 1992:248).  
 
Organisations that sell environmentally–friendly products need to consider a 
number of factors when setting prices.  The most important of these are the 
demand for the product and short term cost changes (Peattie 1992:250).  
Marketers have to determine how much of a premium their consumers will be 
willing to pay for improved environmental performance. To make this 
decision, marketers need to consider the following factors (Peattie 1992:250): 
 
• The nature of the product and how unique the product is compared 
with others in the market. 
• Whether consumers trust the organisation as a producer of 
environmentally–friendly products, for example, a new organisation or 
one that has previously had damaging contact with the environment 
will experience difficulty when trying to charge a price premium. 
• “The profile of green issues which the product is linked to. Certain 
green issues are more likely to appeal to customers allowing the 
charging of a premium price. For example, free - range eggs and 
dolphin friendly (rod and line caught) tuna, both command premium 
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prices due to the high profile and emotive nature of battery farming 
and drift net fishing on the green agenda” (Peattie 1992:250).  
• Consumers’ perception of the value of the product. If consumers 
believe that the performance of the environmentally–friendly product is 
inferior to that of the traditional alternative, they will not pay a premium 
for it.  
• The nature of the customer, considering factors such as price 
sensitivity and the customer’s knowledge regarding environmentally–
friendly products.  
 
4.3.4 Price and its impact on consumer behaviour 
“The price of something is the total cost of adopting the product.  This 
includes the purchase price, the cost of switching from an existing product to 
a new product and the cost of maintaining and using the product” (Blythe 
2008:416).  Customer costs include internal costs, acquisition costs and cost 
related to risk.  Internal costs involve learning to use the product, time spent 
on buying the product and getting the product to work properly, and disposing 
of the product after use.  Acquisition costs include the price of the product 
and delivery and installation costs (Blythe 2008:416).  
 
Consumers will total these costs when assessing whether the benefits of the 
product outweigh the price. Customer benefits include functional benefits (i.e. 
the physical aspects of the product), operational benefits (i.e. reliability and 
durability of the product), financial benefits (e.g. savings made over the 
period of ownership of the product) and personal benefits (e.g. feelings of 
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well- being and ownership).  If the benefits outweigh the costs, the consumer 
will be happy to make the purchase (Blythe 2008:416). 
 
4.3.5 Price and its impact on environmentally-friendly behaviour 
It is apparent that consumers are becoming more concerned about the 
environment, and many have realised that their purchasing behaviour has a 
direct impact on many environmental problems (Laroche et al 2001:503). 
This awareness has resulted in many more consumers considering 
environmental issues when making purchases, for example, consumers 
checking whether product packaging is recyclable and purchasing only 
ecologically compatible products such as biodegradable paint, CFC–free 
hairspray, or unbleached coffee filters (Laroche et al 2001:503). Perhaps the 
most credible evidence to support claims of an increase in environmentally- 
friendly consumer behaviour, is the number of consumers who are willing to 
pay more for environmentally–friendly products (Laroche et al 2001:503).  In 
the long term greening can reduce product costs, but initially it involves cost 
increases.  These additional costs are passed on to the consumer in the form 
of higher prices (Peattie 1992:250). 
 
Bhate and Lawler (1997:462) found that consumers are aware that the price 
of environmentally–friendly products is higher than the price of other 
products, but they are still prepared to buy them at that price.  Essoussi and 
Linton (2010:460) agree that consumers generally tend to pay more for 
environmentally–friendly products.  In the research conducted by Suchard 
and Polonsky (in Mostafa 2007:220) more than half of the respondents 
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indicated that they would pay between 15% to 20% more for environmentally 
– friendly products.  Similarly, Alston and Roberts (in Pickett-Baker & Ozaki 
2008:281) found that there was a “willingness to pay slightly more for 
environmental improvement in cleaning products than to sacrifice product 
performance”. 
 
4.4 PRODUCT   
Products are the starting point of an organisation’s marketing mix.  Without a 
product marketers cannot decide on a price, design a communication 
campaign or create a distribution channel (Lamb et al 2008:205). 
 
4.4.1 Definitions of a product 
Wilmshurst and Mackay (2002:43) define a product as a “bundle of physical, 
service and symbolic particulars expected to yield satisfactions or benefits to 
the buyer.” The term product can refer to both tangible “things” and intangible 
services (Wilmshurst & Mackay 2002:43).  
 
 An [environmentally–friendly] product is defined as “a product or service 
whose environmental and societal performance is significantly better than 
conventional or competitive product offerings” (Peattie 1995:175). 
Shamdasani (in Mostafa 2007:220) defines environmentally–friendly products 
as “products that will not pollute the earth or deplore natural resources, and 
can be recycled or conserved.”   
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Increasingly consumer concern for the environment is being reflected in the 
choice of products, since many consumers are seeking environmentally–
friendly products (Carrigan & Attalla 2001:563). These consumers show a 
preference for products that are less toxic, more durable, contain reusable 
materials and are recyclable (Lamb, Hair, McDaniel, Boshoff, Terblanche, 
Elliot & Klopper 2010:46). 
 
4.4.2 Description of environmentally-friendly products 
Many organisations have made a concerted effort to minimise their impact on 
environmental degradation.  These efforts have been demonstrated in the 
form of new or revised products known as green or environmentally–friendly 
products (Shimp 2007:77).   
 
A large number of consumers find it difficult to determine whether a product 
is environmentally-friendly or not.  Typically there are two groups of 
environmentally-friendly products; the first group is relatively easy to identify 
and can be classified as absolute green products.  This group includes 
products that contribute to the improvement of society or the environment 
(Peattie 1995:174).  Examples are “healthcare services, pollution abatement 
equipment, the services provided by charities, or a bucket of earthworms 
bought to improve the soil quality of a garden” (Peattie 1995:174).  The 
second group can be classified as relative green products.  Producers of 
these products have reduced the actual or potential harm that they can cause 
to society or the environment, therefore making these products 
environmentally–friendly (Peattie 1995:174). 
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4.4.3 Environmentally-friendly product performance 
 Many organisations have produced new or revised products, but various 
studies have found that consumers still perceive the performance of 
environmentally–friendly products to be inferior to mainstream products and 
are therefore hesitant to purchase them (Pickett-Baker & Ozaki 2008:281). 
For example, Ottman (in Pickett-Baker & Ozaki 2008:281) found that 41% of 
respondents indicated that they would not buy “green products” because of 
their perceived inferiority. Product performance is traditionally measured in 
three ways (Peattie 1995:176):   
 
• primary performance – consumers determine how successful the 
core product has been in satisfying their primary needs; 
• technical performance – where the product’s success is measured 
against technical and quality performance standards; and 
• strategic performance – “the product’s success in competing in the 
market and contributing to the fulfilment of strategic objectives”. 
 
Products which are competing in a market where environmentally–friendly 
issues influence consumer behaviour or have the potential to influence 
behaviour, need to take a fourth performance dimension namely green 
performance into consideration.  Green performance is measured by 
determining how successful the product has been in terms of environmental 
sustainability and social responsiveness (Peattie 1995:176). “Unlike the other 
performance measures, green performance can only be judged for the total 
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product, since the customers’ perception of the augmented product will be 
influenced by their perception of the producer” (Peattie 1995:176).   
 
Consumers who believe that the performance of environmentally-friendly 
products is inferior to that of mainstream products, base their opinions on 
authentic performance differences, perceptual differences or a combination 
of both (Peattie 1992:180).   This can happen in several ways as discussed 
below. 
•  Perceived green/primary performance trade-off - this occurs when 
consumers presume that an organisation has achieved green 
performance at the expense of primary performance, or vice versa 
(Peattie 1992:181).   
• Perceived low primary performance - “for example, many green 
detergents do not contain the foaming agents found in conventional 
competitors.  These create bubbles, which give the customer the 
impression of high cleaning performance.  The absence of foaming 
agents and bubbles makes the customer perceive green detergents as 
less effective at cleaning, regardless of actual performance” (Peattie 
1992:181).  
•  Perceived low green performance - established brands that have been 
revised to be more environmentally–friendly can be criticised if consumers 
believe that the organisation is trying to exploit the green market.  These 
brands may have good primary and green performance, but their 
performance can be overlooked, in comparison with new green market 
entrants (Peattie 1992:182).   
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• Exaggerated green performance - certain organisations have created the 
perception, or allowed an exaggerated perception to develop regarding 
their products’ green performance.  This can have serious repercussions 
if consumer groups or environmentalists produce contrary evidence 
(Peattie 1992:182).   
 
4.4.4 Consumer perceptions of environmentally-friendly products 
The success of environmentally–friendly products depends on consumers’ 
perception of the product’s green and primary performance (Peattie 
1992:180).  When environmentally–friendly products were first introduced, 
they were misleading, filled with empty promises and half-truths (Davis in 
Kalafatis, Pollard, East & Tsogas 1999:441). Furthermore, many companies 
exaggerated or fabricated the environmental qualities that their products 
possessed (Garfield in Kalafatis et al 1999:441).  This could be a possible 
explanation as to why many consumers have a negative image of 
environmentally–friendly products.   
 
4.5. PROMOTION 
The term ‘promotion’ includes personal selling, all forms of advertising and 
sales promotion, packaging and display (Wilmshurst & Mackay 2002:110). 
Promotion is a method organisations use to communicate information about 
their offerings to their target audience, therefore helping them to keep their 
consumers informed. The importance of promotion is further displayed in the 
way it assists the organisation in educating, persuading and reminding 
consumers about the offering.  
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4.5.1 Importance of promotion 
It is essential for all products to be supported by effective marketing 
communications: this is even important for environmentally–friendly products 
because many consumers are uncertain, confused and sceptical about 
these products, and very often have a limited understanding of what 
constitutes an environmentally-friendly product (Peattie 1992:190). In 
research conducted by Mintel (in Peattie 1992:190) 40% of respondents 
indicated that they distrusted retailers selling environmentally–friendly 
products, and believe that these retailers were more concerned with 
exploiting the market than saving the environment.  Consumers are 
generally sceptical about advertising, and even more so about 
advertisements promoting environmentally–friendly products (Martin & 
Simintiras 1995:17) Nearly all the respondents targeted by Mintel (in Peattie 
1992:190)  indicated that they were sceptical about environmentally– 
friendly promotional campaigns.  The scepticism of these respondents was 
based on the fact that they believed retailers selling environmentally– 
friendly products were trying to exploit the market instead of striving to 
protect the environment.  Promotional campaigns are important for the 
following reasons (Peattie 1992:191).  Promotion: 
 
• creates awareness of the organisation and its products; 
• informs and educates consumers; 
• creates a preference for the organisations brands; 
• encourages potential consumers’ to ‘test’ the organisations products; 
• can increase sales for a short period of time; 
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• reassures existing consumers and reinforces their buying behaviour; 
• assists organisations in gathering valuable consumer data; and 
• generates sales leads. 
 
4.5.2 Promotion techniques 
Marketers can communicate promotional messages to consumers in eight 
different ways (George 2004:240) by: 
• advertising on television, radio, internet, cinema, newspapers and 
magazines; 
• communicating and promoting products via the internet and other 
social media; 
• using direct marketing activities such as the telephone, mail or 
employing sales representatives to carry out door to door sales; 
• employing sales promotion activities such as coupons, competitions, 
window displays; 
• creating more publicity about the offering through public relations; 
•  using personal selling techniques to persuade consumers to purchase 
offerings; and 
• getting sponsorship. 
 
4.5.3 Promotion techniques used for environmentally-friendly products 
Organisations generally spend less on promoting environmentally–friendly 
products than traditional products (Wong, Turner & Stoneman 1996:278). 
This is the result of firms relying on pull rather than push mechanisms.  Firms 
believe that the availability of environmentally–friendly products will be 
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sufficient to attract consumers to the store and therefore they do not need to 
spend too much on promotion campaigns (Wong et al 1996:278). 
Advertisements promoting environmentally–friendly products are often more 
focused on creating a favourable corporate image for the organisation than 
creating a favourable image for the product or service (Carlson, Grove & 
Kangun, and Iyer & Banarjee in Shrum, McCarty & Lowrey 1995:72).  
Manufacturers’ environmentally–friendly adverts tend to be ‘shallower’ and 
not as ‘green’ as those of non-profit organisations.  Manufacturers tend to 
emphasise social responsibility and management control in their promotions, 
whereas non-profit organisations rely on emotional appeals to attract 
consumers (Iyer, Banerjee & Gulas in Shrum et al 1995:72).  It is important 
that environmentally–friendly advertising contains emotional content as this 
will increase consumer attention, which is an important step in the perception 
process.  Emotional messages are more carefully considered and better 
remembered by consumers (Hawkins, Best & Coney in Pickett-Baker & 
Ozaki 2008:282). 
 
4.5.4 The influence of promotion on behaviour 
“Promotion of [environmentally–friendly products] attempts to influence 
consumer behavior and stimulate [environmentally-friendly product] 
purchase” (Martin & Simintiras 1995:16).  Pickett-Baker and Ozaki 
(2008:289) found enhanced awareness of green marketing among 
consumers;  however, many consumers were not moved by environmentally–
friendly promotional campaigns believing that they were not relevant to their 
lifestyle, and that they predominantly target green niche markets (Pickett-
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Baker & Ozaki 2008:289).  Although certain companies have been successful 
in their environmentally-friendly promotions, the general consumer response 
to environmentally-friendly promotions has not been positive (Martin & 
Simintiras 1995:17). 
 
4.5.5 Consumers’ perceptions of the effectiveness of environmentally-friendly 
product promotion 
Consumers seldom know when products are environmentally–friendly, 
because many manufacturers do not mention this in their advertising 
campaigns (Rand Corporation in Pickett-Baker & Ozaki 2008:282). It is also 
difficult for consumers to form an attitude about environmentally–friendly 
products because of the lack of information manufacturers provide 
concerning these products.  Therefore consumers often have to make a 
special effort to learn more about the products (Rand Corporation in Pickett-
Baker & Ozaki 2008:282).  More consumers would be willing to purchase 
environmentally–friendly brands because they have a less damaging effect 
on the environment: however, it is often difficult to identify the 
environmentally–friendly product, hence the need for greater marketing 
exposure of these brands (Pickett-Baker & Ozaki 2008:290). 
 
4.6 THE DISTRIBUTION OF PRODUCTS   
Distribution is a process through which products are transferred from the 
supplier to the consumer (Peattie 1992:174). Distribution covers the following 
areas - geographical areas which organisations will supply, the physical 
movement of products and the use of third parties in the supply chain 
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between suppliers and consumers (Peattie 1992:174). Distribution relates to 
all the ‘place’ issues in the marketing mix (Peattie 1992:174).  The route the 
organisation uses to get the product to the consumer is known as a 
distribution channel.  
 
4.6.1 Distribution channels 
 “A distribution channel can be [compared] to a large pipeline through which 
products, their ownership, communication, financing and payment, and 
accompanying risks, flow to the consumer” (Lamb et al 2008:262).  
“Formally a [distribution channel] is a business structure of independent but 
interdependent firms which reaches from the point of product origin (or 
production) to the final consumer” (Lamb et al 2008:262).  
 
Environmentally–friendly distribution channels are defined as channels which 
are committed to handling and promoting environmentally–friendly products 
and are focused on recycling and reusing aspects (Alsmadi 2007:346).  
Distribution channels differ with regard to their length, complexity and the 
speed with which they operate (Peattie 1992:174), as well as their 
geographic coverage, the nature, number and variety of the intermediaries 
used, the degree of independence that intermediaries have from suppliers 
and the degree of specialisation among intermediaries (Peattie 1995:255).  
The type of distribution channel that a particular manufacturer or product will 
use depends on the nature of the product and its market. For example, 
heavy, technologically complex and innovative products are generally sold by 
small specialist dealers, or if these products are industrial they will be sold 
86 
 
directly by the organisation’s sales-force (Peattie 1995:255).  On the other 
hand, small, mature consumer goods are often sold though large department 
stores and supermarkets or by mail order (Peattie 1995:255).   
 
Traditionally environmentally–friendly products were distributed through 
specialist and often alternative channels.  It took a period of time for these 
products to be distributed through conventional retail channels (Peattie 
1995:255). The different types of channels have different environmental and 
social impacts (Peattie 1995:255).  Environmentalists have criticised the 
increase in hypermarkets and supermarkets because of the amount of land 
they use for their buildings and car parks, the new road construction that 
services them and their promotion of a car-based economy (Peattie 
1995:255).   
 
A further consideration for organisations is the length of their supply chains; 
long supply chains require a greater number of journeys and 
loadings/unloading (Peattie 1995:256).  “As the economics of physical 
distribution are corrected to take the costs of environmental damage into 
consideration, so the incentive to streamline distribution channels will 
increase” (Peattie 1995:256).   
 
Distribution channels can be viewed from a physical and economic 
perspective.  From the physical perspective, distribution deals with the 
logistics of getting the product from the producer to the consumer. From the 
economic perspective, distribution deals with developing and managing a 
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channel structure, which includes supporting the physical distribution of 
goods, and handling the exchanges of information, money and ownership 
(Peattie 1995:249).  Both of these perspectives have implications for the 
green agenda.  In physical terms there are very few people living in such 
remote locations that they are not exposed to the daily movement of goods 
by road, or where the physical impact of distribution in the form of shops, 
warehouses and car parks is not noticed (Peattie 1995:249).  The economic 
challenge is gaining access to conventional distribution channels for 
environmentally–friendly products (Peattie 1995:249).  
 
4.6.2 Functions of a distribution channel 
Intermediaries in distribution channels perform several essential functions 
that make the flow of goods between manufacturer and buyer possible. 
Firstly, transactional functions involve contacting and communicating with 
prospective buyers to make them aware of existing products and explain their 
features, advantages, and benefits (Lamb et al 2008:264).  Secondly, a 
logistical function entails differentiating, accumulating, allocating and sorting 
products into either homogeneous or heterogeneous collections (Lamb et al 
2008:264).  Lastly, a facilitating function involves research and financing. 
Research provides information about channel members and consumers by 
getting answers to questions such as who are the buyers, where are they 
located and why do they buy.  Financing ensures that channel members 
have the money to keep products moving through the channel to the ultimate 
consumer (Lamb et al 2008:264).   
 
88 
 
In addition to the basic functions performed by distribution channels, these 
channels fulfil three needs of the organisation.  These needs include 
specialisation, eliminating discrepancies and providing contact efficiency. 
 
4.6.2.1 Specialisation and division of labour 
Specialisation and division of labour involves breaking down a complex task 
into smaller, simpler ones and allocating them to specialists to create greater 
efficiency and lower average production costs. Manufacturers achieve 
economies of scale through the use of efficient equipment capable of 
producing large quantities of a single product. Distribution channels can also 
attain economies of scale through specialisation and division of labour, by 
aiding producers who lack the motivation, financing, or expertise to market 
directly to end users or final consumers (Lamb et al 2008:262). For this 
reason producers hire channel members to do what the producers are not 
equipped to do – or what channel members are more prepared to do. 
Channel members can do some things more efficiently than producers simply 
because they have developed unique skills and expertise over time and have 
built up good relationships with their customers.  Therefore, their specialised 
expertise enhances the overall performance of the entire distribution channel 
(Lamb et al 2008:263). 
 
4.6.2.2 Overcoming discrepancies 
Distribution channels also play a role in overcoming discrepancies of 
quantity, assortment, time and place created by economies of scale in 
production.  The amount produced by manufacturers to achieve low unit 
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costs (economies of scale) create a discrepancy of quantity, which is the 
difference between the amount of product produced and the amount an end 
user wants to buy. By storing the product and distributing the appropriate 
amounts as demanded, marketing channels overcome quantity discrepancies 
by making products available in the quantities that consumers desire (Lamb 
et al 2008:263).  Mass production creates not only discrepancies of quantity 
but also discrepancies of assortment. A discrepancy of assortment occurs 
when a consumer does not have all the items needed to ensure full 
satisfaction from a product (Lamb et al 2008:263). A temporal discrepancy is 
created when a product is produced but a consumer is not ready to buy it. 
Marketing channels overcome temporal discrepancies by maintaining 
inventories in anticipation of demand (Lamb et al 2008:263).  Furthermore, 
because mass production requires many potential buyers, markets are 
usually scattered over large geographical regions, creating a spatial 
discrepancy.  Distribution channels overcome spatial discrepancies by 
making products available in locations convenient to consumers (Lamb et al 
2008:264). 
 
4.6.2.3 Providing contact efficiency 
Channels of distribution simplify distribution by cutting the number of 
transactions required to get products from manufacturers to consumers, and 
making an assortment of goods available in one location (Lamb et al 
2008:264). 
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4.6.3 The distribution process 
Physical distribution brings the product and the consumer together. There are 
three ways in which products and consumers can be brought together in 
order for the product or service to be delivered. Firstly, low prices can attract 
consumers to the product. It is possible for certain organisations to charge 
lower prices for their goods because they are free of distribution and retail 
costs (Peattie 1995:250). Secondly, and in contrast, industrial marketing, 
direct marketing and door to door marketing bring the product to the 
consumer (Peattie 1995:250). Lastly, various channel structures are available 
which enable the consumer and the product to meet halfway, at a location 
that is convenient to the consumer where they can access a variety of 
products (Peattie 1995:250). 
 
The fact that distribution costs are a major expense for an organisation is 
often overlooked. Distribution costs can account for between 30% and 40% 
of the cost of manufactured goods (Peattie 1995:249), yet distribution is an 
element of the marketing mix which is often neglected when organisations 
formulate their marketing strategy (Peattie 1995:249).  Distribution is 
strategically important to marketers of environmentally–friendly products 
(Peattie 1995:249).   
 
4.6.4 Developing a distribution strategy for environmentally-friendly products 
The key green logistical challenges which organisations face are packaging 
and waste creation, disposing of waste, noise and emission levels and the 
consumption of fuel resources (Symankiewicz in Peattie 1995:250).  
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Traditionally distribution management includes managing the speed and 
timeliness with which products are delivered, the distance and means by 
which products travel to and fro, and the costs and risks involved in their 
movement (Peattie 1995:250).   
 
Distributing environmentally–friendly products includes another important 
dimension – that of eco-efficiency (Peattie 1995:250).  Society no longer 
tolerates supply chain inefficiencies and as a result the physical impact of the 
distribution process has come under the spotlight (Wasik in Peattie 
1995:250).  The artificially low cost associated with transporting products has 
led to some inefficient patterns of consumption and production for example, 
biscuits which are baked in South Africa are transported to and sold in the 
United States of America.  This inefficiency has an impact on the 
environment (Peattie 1995:250).   
 
To create distribution systems which produce less pollution and waste and 
are more efficient, companies should consider the following: the location and 
design of their facility, their vehicle policy, their transport service provider, 
materials handling and shipping packaging. These factors are discussed 
next. 
 
4.6.4.1 Facility location and design 
“Companies can attempt to optimize the number and location of retail outlets 
and distribution depots to create a more efficient pattern of product and 
customer journeys” (Peattie 1995:251).  It is more beneficial to the 
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environment, and often to the supplier’s business prospects, if depots and 
outlets are located in close proximity to consumers (Peattie 1995:251).  
Furthermore, companies need to site and design their facilities in such a way 
that they have a minimal impact on the environment (Peattie 1995:251). 
 
4.6.4.2 Vehicle policy 
The majority of goods are distributed by road. Large businesses use fleets of 
vehicles and/or company cars to distribute their goods (Peattie 1995:250). A 
vehicle’s internal combustion engine is a serious contributor to pollution and 
environmental degradation. Therefore environmentally concerned marketers 
need to identify ways to minimise the environmental impact of company 
vehicles (Peattie 1995:252). Another important factor to consider is driver 
training, “as trained drivers are said to achieve around 20% efficiency 
improvements” (Peattie 1995:250). 
 
4.6.4.3 Choice of transport service provider 
Organisations are becoming more reliant on third parties for distribution 
services because markets are becoming more internationalised (Peattie 
1995:253).  This creates an opportunity for organisations to seek out 
relatively green providers (Peattie 1995:253). 
 
4.6.4.4 Materials handling 
The materials handling process creates a range of environmental impacts 
including energy use by mechanised handling equipment, noise produced 
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from the operation of goods depot and the release of CFC from refrigeration 
equipment (Peattie 1995:253). 
 
Distribution process efficiency can be improved by using Just – in – Time 
(JIT) initiatives, which reduce the need for product storage and the 
associated additional materials handling requirements.  “The environmental 
downside of JIT is that it often requires suppliers to make smaller but more 
frequent deliveries of materials which is ecologically inefficient” (Peattie 
1995:254). 
 
4.6.4.5 Shipping packaging 
Shipping packaging is material which is used to move the product from the 
manufacturer to the retailer and includes material such as wooden pallets, 
shrink wrap and large cartons or crates which contain individual products as 
well as labelling instructions regarding the handling and storage of products 
(Peattie 1995:254).By reducing, reusing or recycling a lot of their packaging 
materials, companies can improve their environmentally-friendly performance 
(Peattie 1995:254).   
 
A credible green distribution strategy goes beyond improving fuel efficiency, 
shipping packaging and the noise produced by depots (Peattie 1995:254).  
Building and maintaining relationships are also important issues in 
distribution management and greening (Peattie 1995:254).   
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4.6.5 Consumer perceptions regarding availability of environmentally-friendly 
products  
Product availability is an important consideration when companies decide on 
a channel structure and distribution arrangements (Peattie 1995:254).  
Consumers generally purchase the most available products rather than the 
best products (Peattie 1995:255). The sales volume of these products will be 
high and this will ensure that retailers continue to make these products widely 
available (Peattie 1995:255).  According to Bonini and Oppenheim 
(2008¶56), consumers encounter five obstacles when trying to behave in a 
more environmentally–friendly manner. One is the low availability of 
environmentally–friendly products. A large number of consumers have 
difficulty finding environmentally–friendly products because businesses are 
not stocking these products (Bonini & Oppenheim 2008¶59).  A study 
conducted by Laroche et al (2001:513) found that certain consumers, 
particularly those who are unwilling to spend more on environmentally–
friendly products, find it inconvenient to purchase these products because of 
their lack of availability.  Coddington (1993:91) found that environmentally–
friendly products are generally difficult to acquire in mainstream distribution 
channels for the following reasons: 
 
• Retailers generally try to avoid taking risks: this is a disadvantage to 
environmentally–friendly product suppliers as they require retailers 
who are risk takers to stock their products (Coddington 1993:91). 
• Many manufacturers of environmentally–friendly products only 
produce one product and retail stores generally do not buy single 
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product offerings.  They prefer to do business with companies which 
produce multiple product offerings (Coddington 1993:91). 
• Smaller environmentally–friendly product suppliers who do not have 
the resources that some of the bigger suppliers have, are often faced 
with upfront fees charged by retailers in return for allowing new 
products to be stocked on the supermarket shelves.  These smaller 
suppliers often cannot afford to pay these fees (Coddington 1993:91). 
• Because of the uncertainty surrounding what constitutes an 
environmentally–friendly product, some retailers are reluctant to 
promote products as “environmentally–friendly”, although they will 
continue to sell these products since they do not want to lose the 
customers who purchase them (Coddington 1993:91). 
 
4.7 SUMMARY 
This chapter introduced the marketing mix elements (price, product 
promotion and place) and provided definitions for traditional and 
environmentally-friendly elements.  The chapter’s main purpose was to 
identify the potential influence of the marketing mix elements on consumer 
purchase of environmentally–friendly products. 
 
When consumers decide whether to purchase a product, they total the 
internal costs, acquisition costs and costs related to risk.  If the benefits of the 
product outweigh the costs, consumers are likely to purchase the product.  
The literature suggests that consumers are willing to pay more for 
environmentally-friendly alternatives. 
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Product performance was traditionally measured by means of primary, 
technical and strategic performance. When measuring environmentally–
friendly product performance a fourth dimension, green product performance 
- is included.  Consumers have mixed feelings regarding environmentally–
friendly products, mostly related to product performance. 
 
Promotion is important as it helps to increase sales in the short term, creates 
awareness, informs and educates consumers, encourages consumers to test 
organisation’s brands, reassures existing consumers, assists with gathering 
data and generates sales.  The promotion techniques used for 
environmentally–friendly products are the same as those used for 
mainstream products, but organisations spend less on promoting 
environmentally–friendly products. Promotions of environmentally–friendly 
products are generally not well received by consumers. 
 
Environmentally–friendly products were traditionally distributed by specialist 
channels, but are now being distributed through conventional retail channels.  
Distribution channels fulfil three functions, namely, transactional, logistical 
and facilitating.  It seems that consumers have difficulty in finding 
environmentally–friendly products.   
 
Based on the above findings from the literature, a number of hypotheses 
were postulated. The results of their testing are provided in Chapter 5. 
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CHAPTER 5 
RESULTS OF THE EMPIRICAL STUDY 
 
5.1 INTRODUCTION 
Chapters 3 and 4 provided an overview of person and marketing related 
variables, respectively.  The chapters described different person and 
marketing related factors which could influence consumers’ purchase of 
environmentally–friendly products.  Chapter 5 reports on the findings derived 
from investigating the influence of the identified marketing and person related 
variables on the decision and behaviour related to purchasing 
environmentally-friendly products of consumers residing in Port Elizabeth. 
 
5.2 DEMOGRAPHIC PROFILE OF RESPONDENTS 
The demographic profile of the respondents was generated from Section B of 
the questionnaire.  Three demographic characteristics were investigated 
namely: gender, age and level of education.  Table 5.1 shows the results in 
terms of frequencies and percentages. 
 
The largest proportion (75%) of the respondents were female and 25% were 
male.  Nearly half (46%) were between the ages of 20 and 30, 24% were 
between the ages of 31and 40, 17% were between the ages of 41 and 50 
and 13% were 51 and older. 
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TABLE 5.1 
DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS 
VARIABLES FREQUENCY PERCENTAGE 
Gender 
Male 49 25 
Female 151 75 
Age 
20-30 92 46 
31-40 47 24 
41-50 35 17 
51 and above 26 13 
Education 
<Grade 12 9 4 
Grade 12 51 26 
Certificate/Degree 95 48 
Post graduate 45 22 
Total 200 100 
 
The respondents’ level of education was generally high: 70% had received 
either a college, university or post graduate education and 26% had finished 
Grade 12.  Only 4% had not completed Grade 12. 
 
5.3 RESPONDENTS’ DECISION MAKING AND PURCHASE BEHAVIOUR 
Respondents were asked to indicate how strongly they agreed or disagreed 
with statements related to their decision making and purchase process. A list 
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of statements was provided against which respondents could show their 
responses on a five-point Likert scale (1= strongly disagree; 5= strongly 
agree).  Table 5.2 shows the frequency of responses for each item.  Table 
5.3 has been provided to illustrate the frequency of responses for each item 
in a combined form.  In this case the results are arranged from the highest to 
the lowest according to the percentage of respondents who agreed with the 
statements. 
 
TABLE 5.2 
PERCENTAGE FREQUENCY OF RESPONSES: RESPONDENTS’ 
DECISION MAKING AND PURCHASE BEHAVIOUR PROCESS 
Item 
nr 
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1 
I recognise the importance of 
buying environmentally-friendly 
products. 
5.0 2.0 8.0 47.0 38.0 
2 I search for information on 
environmentally-friendly products. 8.0 21.0 32.0 29.0 10.0 
3 I shop around for environmentally- friendly alternatives. 7.0 18.0 41.0 25.0 9.0 
4 If possible I would like to buy 
environmentally-friendly products. 2.0 3.0 13.0 51.0 31.0 
5 
After I buy environmentally-friendly 
products I feel very happy with 
myself. 
3.0 5.0 22.0 45.0 25.0 
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TABLE 5.3 
PERCENTAGE FREQUENCY OF GROUPED RESPONSES:  
CONSUMERS’ DECISION MAKING AND PURCHASE BEHAVIOUR 
PROCESS 
 
Table 5.3 shows that 85% of the respondents recognised the importance of 
buying environmentally–friendly products, and 82% indicated that they would 
like to do so where possible. What is interesting to note is the relatively small 
percentage (39%) of respondents who searched for information on 
environmentally–friendly products and an even smaller percentage (34%) of 
respondents who shopped around for environmentally-friendly alternatives.  
Twenty nine percent of respondents indicated that they did not shop around 
for environmentally–friendly products. Twenty two percent were unsure how 
they would feel after having bought environmentally– friendly products, which 
could be an indication that these respondents have never purchased 
environmentally–friendly products, or perhaps were not aware of the fact that 
their purchase was an environmentally–friendly one.   
 
Item nr. ATTRIBUTES Disagree Neutral Agree 
1 
I recognise the importance of 
buying environmentally-friendly 
products. 
7.0 8.0 85.0 
4 If possible I would like to buy 
environmentally-friendly products. 5.0 13.0 82.0 
5 
After I buy environmentally- 
friendly products I feel very happy 
with myself. 
8.0 22.0 70.0 
2 I search for information on 
environmentally-friendly products. 29.0 32.0 39.0 
3 
I shop around for 
environmentally-friendly 
alternatives. 
25.0 41.0 34.0 
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Table 5.4 shows the mean score (M) and standard deviation (SD) for each 
decision making and purchase behaviour item. 
 
TABLE 5.4 
MEAN SCORE AND STANDARD DEVIATION: CONSUMERS’ DECISION 
MAKING AND PURCHASE BEHAVIOUR 
 
Item 1 (I recognise the importance of buying environmentally-friendly 
products) attracted the highest mean score (M=4.12), followed by the desire 
to buy environmentally–friendly products (M=4.06).  Although respondents 
recognised the importance of purchasing environmentally–friendly products 
and would be willing to purchase these products, they were not searching for 
information as indicated by the mean score (M=3.13), or shopping around 
(M=3.12) for environmentally-friendly products.   
 
5.4 NORMS 
Respondents were asked to read six statements related to personal and 
social norms and specify on a five point Likert-scale how strongly they 
agreed or disagreed with the statements. Many of the items used were 
Item 
nr. 
ATTRIBUTES 
Mean SD 
1 I recognise the importance of buying environmentally- friendly products. 4.12 0.99 
4 If possible I would like to buy environmentally-friendly products. 4.06 0.86 
5 After I buy environmentally-friendly products I feel very happy with myself. 3.84 0.97 
2 I search for information on environmentally-friendly products. 3.13 1.08 
3 I shop around for environmentally-friendly alternatives. 3.12 1.03 
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adapted from a study by Minton and Rose (1997:48).  Table 5.5 provides the 
frequency distribution of the results.  Table 5.6 shows the results regrouped 
into a combined scale. 
 
TABLE 5.5 
 PERCENTAGE FREQUENCY DISTRIBUTION OF RESPONSES: 
 CONSUMERS’ PERSONAL AND SOCIAL NORMS  
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6 
Most of my friends think consumers 
should use products that are safe for the 
environment. 
4.0 10.0 32.0 32.0 22.0 
7 Most of my friends expect consumers to 
recycle. 7.0 17.0 38.0 24.0 14.0 
8 
Most of my friends think consumers 
should be interested in the 
environmental consequences of their 
purchases. 
4.0 13.0 32.0 35.0 16.0 
9 
I feel a personal, moral obligation to do 
whatever I can to help improve the 
environment. 
2.0 5.0 15.0 43.0 35.0 
10 I feel a personal, moral obligation to 
recycle household waste. 4.0 5.0 29.0 43.0 19.0 
11 
I have decided to only purchase 
environmentally–friendly products in an 
attempt to contribute to protecting the 
environment. 
6.0 15.0 38.0 30.0 11.0 
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TABLE 5.6 
PERCENTAGE FREQUENCY OF GROUPED RESPONSES: PERSONAL 
AND SOCIAL NORMS 
 
Table 5.6 shows that more than half (54%) of respondents’ friends thought 
consumers should use products that are safe for the environment (item 6) 
and 51% of respondents believed that their friends thought that consumers 
should be interested in the environmental consequences of their purchases 
(item 8).  However, respondents thought that only 38% of their friends would 
expect them to recycle (item 7).   
 
It is interesting that a larger portion of respondents felt a personal moral 
obligation to improve the environment (item 9) and a personal moral 
obligation to recycle household waste (item 10) than what they thought their 
friends’ would.  Surprisingly, only 41% of respondents decided to purchase 
only environmentally–friendly products in an attempt to help protect the 
Item nr. ATTRIBUTES Disagree Neutral Agree 
9 
I feel a personal, moral obligation to do 
whatever I can to help improve the 
environment. 
7.0 15.0 78.0 
10 I feel a personal, moral obligation to 
recycle household waste. 9.0 29.0 62.0 
6 
Most of my friends think consumers 
should use products that are safe for 
the environment. 
14.0 32.0 54.0 
8 
Most of my friends think consumers 
should be interested in the 
environmental consequences of their 
purchases. 
17.0 32.0 51.0 
11 
I have decided to only purchase 
environmentally–friendly products in an 
attempt to contribute to protecting the 
environment. 
21.0 38.0 41.0 
7 Most of my friends expect consumers to 
recycle. 24.0 38.0 38.0 
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environment.  Table 5.7 shows the mean score (M) and standard deviation 
(SD) for each item related to norms. 
 
TABLE 5.7 
MEAN SCORE AND STANDARD DEVIATION: CONSUMERS’ PERSONAL 
AND SOCIAL NORMS 
 
Table 5.7 indicates that respondents’ personal norms (items 9, 10, 11) 
attracted higher mean scores than social norms (items 6, 7, 8) did.  The 
mean score for item 9 (M=4.03) was much higher than that of item 6 
(M=3.60). A similar pattern is indicated for item 10 (M=3.67), which referred 
to personal norms and attracted a higher score than item 7 (M=3.23) which 
referred to social norms. 
 
5.5 CONSUMERS’ ENVIRONMENTAL CONCERN 
Environmental concern was measured by items 12 to 16 of the questionnaire. 
Items 12, 13 and 15 were adapted from the work of Minton and Rose 
(1997:48).  Table 5.8 provides the frequency of responses for items related to 
Item 
nr. ATTRIBUTES Mean SD 
9 I feel a personal, moral obligation to do whatever I can to help improve the environment. 4.03 0.94 
10 I feel a personal, moral obligation to recycle household waste. 3.67 0.98 
6 Most of my friends think consumers should use products that 
are safe for the environment. 3.60 1.05 
8 Most of my friends think consumers should be interested in the 
environmental consequences of their purchases. 3.46 1.05 
11 
I have decided to only purchase environmentally–friendly 
products in an attempt to contribute to protecting the 
environment. 
3.26 1.03 
7 Most of my friends expect consumers to recycle. 3.23 1.10 
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consumers’ concern for the environment, while Table 5.9 provides the 
grouped frequencies.  
 
TABLE 5.8 
FREQUENCY OF RESPONSES: CONSUMERS’ ENVIRONMENTAL 
CONCERN 
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12 
I feel angry when I think 
of the ways industries are 
polluting the 
environment. 
2.0 3.0 16.0 39.0 40.0 
13 I am concerned about 
environmental issues. 2.0 4.0 13.0 49.0 32.0 
14 
I contribute to slowing 
down pollution wherever I 
can. 
4.0 7.0 18.0 43.0 28.0 
15 
Whenever possible, I 
purchase products which 
I know are not harmful to 
the environment. 
3.0 8.0 21.0 46.0 22.0 
16 
I have changed my 
buying behaviour 
because I am concerned 
about the environment. 
5.0 6.0 37.0 36.0 16.0 
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TABLE 5.9 
PERCENTAGE FREQUENCY OF GROUPED RESPONSES: 
ENVIRONMENTAL CONCERN 
 
Table 5.9 shows that a large proportion (81%) of respondents indicated that 
they were concerned about environmental issues (item 13) and this is 
reflected in the high response (79%) of respondents who agreed that they felt 
angry when they thought of how industries pollute the environment (item 12).  
Furthermore, 71% of the respondents indicated that they contributed to 
slowing down pollution wherever they could (item 14).   
 
It is interesting to note that only about half (52%) of the respondents had 
changed their buying behaviour because they were concerned about the 
environment (item 16). On the other hand, 68% purchased products that are 
not harmful to the environment (item 15). 
 
Table 5.10 shows the mean score (M) and standard deviation (SD) for each 
item related to environmental concern. 
 
Item nr. ATTRIBUTES Disagree Neutral Agree 
13 I am concerned about environmental issues. 6.0 13.0 81.0 
12 I feel angry when I think of the ways industries 
are polluting the environment. 5.0 16.0 79.0 
14 I contribute to slowing down pollution wherever I can. 11.0 18.0 71.0 
15 Whenever possible, I purchase products which I know are not harmful to the environment. 11.0 21.0 68.0 
16 I have changed my buying behaviour because I 
am concerned about the environment. 11.0 37.0 52.0 
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TABLE 5.10 
 MEAN SCORE AND STANDARD DEVIATION: CONSUMERS’ 
ENVIRONMENTAL CONCERN 
 
Respondents’ feelings of anger toward industries polluting the environment 
attracted the highest mean score (M=4.13), followed by, consumers’ concern 
for environmental issues (M=4.06).  Respondents changing their buying 
behaviour because they are concerned about the environment had the lowest 
score (M=3.50). 
 
5.6 ENVIRONMENTAL KNOWLEDGE 
This section contained six questions concerning respondents’ environmental 
knowledge. Table 5.11 provides the frequency of responses for the items 
related to environmental knowledge and its impact on consumers’ purchasing 
environmentally–friendly products.  Table 5.12 shows the frequency of the 
combined responses and mean scores for items related to environmental 
knowledge. 
 
 
 
 
Item 
nr. ATTRIBUTES Mean SD 
12 I feel angry when I think of the ways industries are polluting the 
environment. 4.13 0.90 
13 I am concerned about environmental issues. 4.06 0.88 
14 I contribute to slowing down pollution wherever I can. 3.83 1.04 
15 Whenever possible, I purchase products which I know are not harmful to the environment. 3.75 1.00 
16 I have changed my buying behaviour because I am concerned 
about the environment. 3.50 1.01 
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TABLE 5.11 
 PERCENTAGE FREQUENCY OF RESPONSES: ENVIRONMETNAL 
KNOWLEDGE 
 
TABLE 5.12 
 PERCENTAGE FREQUENCY OF GROUPED RESPONSES AND MEAN 
SCORES: ENVIRONMENTAL KNOWLEDGE 
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36 I know when a product is harmful to the environment. 3.0 14.0 34.0 37.0 12.0 
37 I know what the causes of pollution are. 1.0 5.0 16.0 50.0 28.0 
38 I know when I do something that can harm the environment. 1.0 6.0 21.0 51.0 21.0 
39 I know what the causes of global warming are. 0.0 6.0 16.0 51.0 27.0 
40 I will produce less carbon dioxide if I do not use my car. 1.0 5.0 19.0 43.0 32.0 
41 I know what “carbon footprint” 
means. 
7.0 12.0 15.0 43.0 23.0 
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37 I know what the causes 
of pollution are. 6.0 16.0 78.0 3.99 0.84 
39 I know what the causes 
of global warming are. 6.0 16.0 78.0 4.00 0.81 
40 
I will produce less carbon 
dioxide if I do not use my 
car. 
6.0 19.0 75.0 3.99 0.92 
38 
I know when I do 
something that can harm 
the environment. 
7.0 21.0 72.0 3.85 0.84 
41 I know what “carbon footprint” means. 19.0 15.0 66.0 3.63 1.16 
36 
I know when a product is 
harmful to the 
environment 
17.0 34.0 49.0 3.42 0.97 
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Less than half (49%) of the respondents indicated that they knew when a 
product is harmful to the environment (item 36), while about a third were not 
sure.  Only 6% of the respondents did not know what the causes of pollution 
were (item 37), and only 7% did not know when they do something that could 
harm the environment (item 38).  There were no respondents who had 
absolutely no knowledge of the causes of global warming (item 39).  Twenty 
one percent were unsure whether their actions harm the environment (item 
38).  The issue of product knowledge is important here as more than a third 
(34%)  were not sure that they would know if a product would harm the 
environment (item 36) and only 12% strongly agreed that they actually knew 
this (see Table 5.11).  Causes of global warming attracted the highest mean 
score (M=4.00), and knowledge of when a product is harmful to the 
environment attracted the lowest mean score (M=3.42). Except for causes of 
global warming, all other mean scores were lower than 4.00, which show 
average levels of knowledge. 
 
5.7 PRICE 
Respondents were asked to indicate how strongly they agreed or disagreed 
with statements related to the price of environmentally–friendly products. 
Table 5.13 provides the frequency of responses for these items while Table 
5.14 shows the combined frequencies. 
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TABLE 5.13 
PERCENTAGE FREQUENCY OF RESPONSES: PRICE 
 
TABLE 5.14 
 PERCENTAGE FREQUENCY OF GROUPED RESPONSES: PRICE 
Item 
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17 
Price is an important factor in my decision 
to buy or not to buy environmentally-
friendly products. 
3.0 6.0 23.0 41.0 27.0 
18 
Although environmentally-friendly 
products cost more than my regular 
products I would (still) purchase it. 
7.0 17.0 42.0 23.0 11.0 
19 
If environmentally-friendly products cost 
the same as regular products, I would 
purchase it. 
3.0 3.0 13.0 35.0 46.0 
20 
I am willing to pay more for 
environmentally-friendly products than for 
regular products. 
7.0 22.0 38.0 25.0 8.0 
21 I am willing to pay 15-20% more for 
environmentally - friendly products. 10.0 26.0 37.0 20.0 7.0 
22 Environmentally-friendly products are too 
expensive for me to buy. 4.0 14.0 35.0 31.0 16.0 
23 Consumers should pay more for products that can harm the environment 7.0 11.0 26.0 30.0 26.0 
Item nr. ATTRIBUTES Disagree Neutral Agree 
19 
If environmentally-friendly products 
cost the same as regular products, I 
would purchase it. 
6.0 13.0 81.0 
17 
Price is an important factor in my 
decision to buy or not to buy 
environmentally-friendly products. 
9.0 23.0 68.0 
23 
Consumers should pay more for 
products that can harm the 
environment 
18.0 26.0 56.0 
22 Environmentally-friendly products are too expensive for me to buy. 18.0 35.0 47.0 
18 
Although environmentally-friendly 
products cost more than my regular 
products I would (still) purchase it. 
24.0 42.0 34.0 
20 
I am willing to pay more for 
environmentally-friendly products than 
for regular products. 
29.0 38.0 33.0 
21 I am willing to pay 15-20% more for 
environmentally-friendly products. 36.0 37.0 27.0 
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Sixty eight percent of respondents indicated that price is an important factor 
in their decision to buy or not buy environmentally–friendly products (item 
17).  Only 33% of respondents indicated that they were willing to pay more 
for environmentally-friendly alternatives (item 20), and even fewer (27%) 
were willing to pay between 15-20% more for environmentally–friendly 
products (item 21).  The largest portion (81%) of respondents indicated that if 
environmentally–friendly products cost the same as their regular products 
they would purchase them (item 19).  
 
Table 5.15 shows the mean score (M) and standard deviation (SD) for each 
item related to price. 
 
 
TABLE 5.15 
MEAN SCORE AND STANDARD DEVIATION: PRICE 
 
With regard to price and its influence on consumers’ purchasing 
environmentally–friendly products, item 19 (if environmentally–friendly 
Item 
nr. 
ATTRIBUTES 
Mean SD 
19 If environmentally-friendly products cost the same as regular products, I would purchase them. 4.19 0.95 
17 Price is an important factor in my decision to buy or not to buy 
environmentally-friendly products. 3.83 0.99 
23 Consumers should pay more for products that can harm the 
environment 3.55 1.20 
22 Environmentally-friendly products are too expensive for me to buy. 3.40 1.04 
18 Although environmentally-friendly products cost more than my 
regular products I would (still) purchase them. 3.15 1.05 
20 I am willing to pay more for environmentally-friendly products than for regular products. 3.04 1.03 
21 I am willing to pay 15-20% more for environmentally-friendly products. 2.87 1.05 
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products cost the same as regular products, I would purchase them) 
attracted the highest mean score (M=4.19).  This was followed by item 17(the 
importance of price in the decision to buy or not to buy environmentally-
friendly products) which attracted a mean score of M=3.83.   Consumers’ 
willingness to pay between 15-20% more for environmentally–friendly 
products (item 21) attracted the lowest mean score (M=2.87), showing a 
fairly high level of disagreement with this statement. 
 
5.8 PRODUCT 
Respondents were asked to read five statements and specify on a five point 
Likert–scale whether they agreed or disagreed with each one. Table 5.16 
provides the frequency of responses for items related to environmentally– 
friendly products. Table 5.17 illustrates the combined frequency responses 
as well as mean scores for the items. 
 
TABLE 5.16 
PERCENTAGE FREQUENCY OF RESPONSES: PRODUCT 
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24 
When I have a choice between two 
equal products, I always purchase the 
one which is least harmful to the 
environment. 
5.0 10.0 19.0 43.0 23.0 
25 I do not buy products in aerosol 
containers. 8.0 26.0 36.0 19.0 11.0 
26 Wherever possible, I buy products packaged in reusable containers. 4.0 12.0 26.0 40.0 18.0 
27 
Wherever possible I buy products in 
containers that are recyclable e.g. 
glass, carton. 
4.0 10.0 26.0 39.0 21.0 
28 
If environmentally–friendly products 
perform the same as my regular 
products, I would purchase it. 
3.0 6.0 16.0 44.0 31.0 
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TABLE 5.17 
 PERCENTAGE FREQUENCY OF GROUPED RESPONSES AND MEAN 
SCORES: PRODUCT 
 
Table 5.17 shows that respondents regarded product performance (item 28) 
as important because 75% agreed that they would purchase 
environmentally–friendly products if they performed the same as their regular 
products. It is interesting that 9% of the respondents disagreed with this 
statement.  A reason for this could be that these consumers are perhaps 
more concerned with other product characteristics such as durability or 
reliability. More than half (66%) of respondents indicated that if they had a 
choice between products they would purchase the product which is least 
harmful to the environment (item 24).  Yet 34% of consumers’ purchased 
products in aerosol containers (item 25) and not environmentally-friendly 
alternatives.  Performance of environmentally-friendly products attracted the 
highest mean score (M=3.95) and purchasing products in aerosol containers 
attracted the lowest mean score (M=2.99). 
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28 
If environmentally–friendly 
products perform the same as my 
regular products, I would 
purchase it. 
9.0 16.0 75.0 3.95 0.98 
24 
When I have a choice between 
two equal products, I always 
purchase the one which is least 
harmful to the environment. 
15.0 19.0 66.0 3.69 1.08 
27 
Wherever possible I buy products 
in containers that are recyclable 
e.g. glass, carton. 
14.0 26.0 60.0 3.63 1.05 
26 Wherever possible, I buy products packaged in reusable containers. 16.0 26.0 58.0 3.55 1.05 
25 I do not buy products in aerosol 
containers. 34.0 36.0 30.0 2.99 1.12 
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5.9 PROMOTION 
 Respondents were asked to indicate how strongly they agreed or disagreed 
with statements related to promotion of environmentally–friendly products. 
Many of the statements were adapted from a study by Pickett-Baker and 
Ozaki (2008:284).  Table 5.18 provides the frequency of responses for items 
related to promotion and its impact on consumers’ purchasing 
environmentally–friendly products.  Table 5.19 provides the frequency of 
combined responses and mean scores for items related to promotion.  
 
 
TABLE 5.18 
PERCENTAGE FREQUENCY OF RESPONSES: PROMOTION 
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32 I often see advertisements about 
environmentally-friendly products. 6.0 16.0 23.0 38.0 17.0 
33 
Environmentally-friendly products are 
marketed to me in a way which I find 
really engaging and relevant to my 
lifestyle. 
5.0 22.0 36.0 28.0 9.0 
34 
I feel I can believe the claims made in 
advertisements promoting 
environmentally-friendly products. 
2.0 16.0 41.0 32.0 9.0 
35 
Most advertising makes it clear whether 
the product is environmentally-friendly 
or not. 
9.0 22.0 33.0 27.0 9.0 
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TABLE 5.19 
PERCENTAGE FREQUENCY OF GROUPED RESPONSES AND MEAN 
SCORES: PROMOTION 
 
Only 37% of the respondents indicated that environmentally–friendly 
products are marketed to them in a way that is engaging and relevant to their 
lifestyle (item 33). Slightly more than half (55%) indicated that they often see 
advertisements promoting environmentally-friendly products (item 32), but 
less than half (41%) believed the claims made by advertisements promoting 
environmentally–friendly products (item 34).   Thirty one percent of the 
respondents did not regard advertisements to be clear about whether 
products are environmentally–friendly or not. 
 
5.10 PLACE 
Respondents were asked to indicate how strongly they agreed or disagreed 
with statements related to place. Table 5.20 show the frequency of 
responses for items related to place and its impact on consumers purchasing 
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32 I often see advertisements about 
environmentally-friendly products. 22.0 23.0 55.0 3.44 1.13 
34 
I feel I can believe the claims made 
in advertisements promoting 
environmentally-friendly products. 
18.0 41.0 41.0 3.29 0.92 
33 
Environmentally-friendly products 
are marketed to me in a way which I 
find really engaging and relevant to 
my lifestyle. 
27.0 36.0 37.0 3.14 1.03 
35 
Most advertising makes it clear 
whether the product is 
environmentally-friendly or not. 
31.0 33.0 36.0 3.07 1.10 
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environmentally–friendly products.  Table 5.21 provides the combined 
frequency of responses and the mean scores. 
 
TABLE 5.20 
PERCENTAGE FREQUENCY OF RESPONSES:  PLACE 
 
TABLE 5.21 
PERCENTAGE FREQUENCY OF GROUPED RESPONSES AND MEAN  
SCORE: PLACE 
 
Many respondents (76%) were willing to buy environmentally-friendly 
products if they were available at supermarkets where they shopped (item 
31), compared with only 43% who indicated that they were willing to spend 
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29 
I am willing to spend considerable time 
and efforts to buy environmentally- 
friendly products. 
2.0 16.0 39.0 30.0 13.0 
30 
I am willing to buy environmentally-
friendly products if they are readily 
available. 
2.0 3.0 20.0 53.0 22.0 
31 
I am willing to buy environmentally-
friendly products if they are available 
at the supermarkets where I shop. 
2.0 4.0 18.0 54.0 22.0 
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31 
I am willing to buy 
environmentally-friendly products 
if they are available at the 
supermarkets where I shop. 
6.0 18.0 76.0 3.90 0.86 
30 
I am willing to buy 
environmentally-friendly products 
if they are readily available. 
5.0 20.0 75.0 3.89 0.84 
29 
I am willing to spend considerable 
time and efforts to buy 
environmentally-friendly products. 
18.0 39.0 43.0 3.36 0.98 
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considerable time and effort to buy environmentally– friendly products (item 
29).All the mean scores for the items in Table 5.21 were between 3.0 and 
4.0.  This shows that respondents had a low to medium level of agreement 
with these statements. 
 
5.11 THE RELATIONSHIP BETWEEN PERSON AND MARKETING 
RELATED FACTORS AND CONSUMERS DECISION TO BUY 
ENVIRONMENTALLY-FRIENDLY PRODUCTS 
A correlation analysis was done to test whether the independent variables 
(seven factors) showed a statistically significant relationship with the 
dependent variable (decision making).  The results are shown in Table 5.22. 
 
TABLE 5.22 
RESULTS OF CORRELATION ANALYSIS: PERSON AND MARKETING 
RELATED FACTORS 
*p<0.05 
Table 5.22 shows that all the person and marketing related factors had a 
significant influence on decision making.  It follows from Table 5.22 that of all 
the factors, environmental knowledge explains the largest portion of variation 
(61%) in decision making, while promotion explains the smallest proportion of 
variation (14.5%). 
INDEPENDENT 
VARIABLE 
R R² P 
 
Norms 0.77 0.593 0.00* 
Environmental concern 0.78 0.608 0.00* 
Knowledge 0.54 0.291 0.00* 
Price 0.56 0.314 0.00* 
Product 0.59 0.348 0.00* 
Promotion 0.38 0.145 0.00* 
Place 0.60 0.360 0.00* 
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5.12 COMPARISON OF PERSON AND MARKETING RELATED FACTORS 
BY GENDER 
Table 5.23 shows the comparison of the mean scores for males and females. 
 
TABLE 5.23 
T-TEST GROUPING: GENDER 
*p<0.05 
The only mean score which showed a statistically significant difference 
between male and female respondents was that of promotion.  Females had 
a lower mean score (M=2.74) compared with males (M=2.97).   
 
 
FACTOR 
 
 Mean 
Female 
Mean 
Male 
t-
value df p 
SD 
Female 
SD 
Male 
Cohen’s 
d 
Decision 3.09 3.17 -0.763 198 0.4466 0.65 0.66 0.13 
Norms 3.02 3.06 -0.342 198 0.7330 0.65 0.68 0.06 
Concern 3.31 3.38 -0.642 198 0.5216 0.65 0.67 0.11 
Knowledge 3.23 3.38 -1.693 198 0.0921 0.53 0.50 0.28 
Price 2.98 3.14 -1.125 198 0.2620 0.89 0.90 0.18 
Product 2.98 3.13 -1.432 198 0.1538 0.67 0.62 0.24 
Promotion 2.74 2.97 -2.018 198 0.0449* 0.71 0.68 0.33 
Place 3.22 3.22 -0.081 198 0.9356 0.64 0.67 0.01 
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5.13 COMPARISON OF PERSON AND MARKETING RELATED 
FACTORS BY QUALIFICATION LEVEL 
Figure 5.1 shows the mean scores according to qualification level. 
 
 
FIGURE 5.1 
COMPARISON OF PERSON AND MARKETING RELATED FACTORS BY 
QUALIFICATION LEVEL 
 
 
ANOVA was performed to determine the existence of any significant 
differences between the factors, caused by qualification level. No significant 
differences were found between respondents with different qualifications and 
hence, no post hoc test was required.   
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5.14 COMPARISON OF PERSON AND MARKETING RELATED FACTORS 
BY AGE  
 
Table 5.24 shows the mean scores of person related factors, and Table 5.25 
shows the mean scores of marketing related variables for the four age 
groups identified.   
 
TABLE 5.24 
COMPARISON OF PERSON FACTORS BY AGE 
INTERVAL MEAN (M) AND STANDARD DEVIATION (SD) 
AGE CATEGORY 20-30 YEARS 31-40 YEARS 41-50 YEARS 51 and above YEARS  
PERSON 
FACTORS M SD M SD M SD M SD 
NORMS 2.86 0.73 2.96 0.53 3.33 0.56 3.40 0.44 
CONCERN 3.15 0.74 3.32 0.50 3.52 0.59 3.69 0.36 
KNOWLEDGE 3.15 0.58 3.34 0.49 3.32 0.49 3.51 0.32 
 
TABLE 5.25 
COMPARISON OF MARKETING RELATED FACTORS BY AGE 
 
INTERVAL MEAN (M) AND STANDARD DEVIATION (SD) 
AGE CATEGORY 20–30 YEARS 
31–40  
YEARS 41–50 YEARS 
51 and above 
YEARS 
MARKETING 
FACTORS M SD M SD M SD M SD 
PRICE 2.82 0.90 2.96 0.74 3.36 0.97 3.37 0.81 
PRODUCT 2.94 0.70 2.99 0.64 3.04 0.66 3.31 0.47 
PROMOTION 2.75 0.77 2.71 0.68 2.91 0.62 2.95 0.64 
PLACE 3.14 0.70 3.15 0.58 3.33 0.63 3.47 0.48 
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Respondents aged 51 and above had the highest mean score for all the 
person and marketing related factors.  Environmental concern (M=3.69) 
attracted the highest score for person related factors, and place (M=3.47) 
attracted the highest mean score for marketing related factors. ANOVA was 
performed to determine whether there were significant differences between 
age groups for each of the seven factors.   The results are shown in Table 
5.26.  
 
TABLE 5.26 
ANALYSIS OF VARIANCE: AGE 
FACTOR 
 F p Eta-squared 
    
Norms 8.10 0.000* 0.110 
Concern 6.65 0.000* 0.092 
Knowledge 3.97 0.008* 0.057 
Price 4.98 0.002* 0.071 
Product 2.18 0.091 0.032 
Promotion 1.06 0.366 0.016 
Place 2.30 0.078 0.034 
*p<0.05 
Significant differences were found between age groups for the following 
factors - norms, environmental concern, environmental knowledge and price.  
To examine these differences a Tukey’s alternate procedure was performed.  
Table 5.27 shows the results. 
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TABLE 5.27 
RESULTS OF THE TUKEY’S ALTERNATE PROCEDURE FOR PERSON 
AND MARKETING RELATED FACTORS ACROSS AGE CATEGORIES 
NORMS 
AGE CATEGORY 20-30 yrs M=3.15 
31-40 yrs 
M=3.32 
41-50 yrs 
M=3.52 
51 and above 
M=3.69 
20-30 yrs     
31-40 yrs     
41-50 yrs 0.001* 0.043*   
51 and above 0.001* 0.023* 0.975  
ENVIRONMENTAL CONCERN 
 
AGE CATEGORY 20-30 yrs M=2.86 
31-40 yrs 
M=2.96 
41-50 yrs 
M=3.33 
51 and above 
M=3.40 
20-30 yrs     
31-40 yrs        0.418    
41-50 yrs 0.013* 0.458   
51 and above 0.001* 0.069 0.725  
KNOWLEDGE 
 
AGE CATEGORY 20-30 yrs M=3.15 
31-40 yrs 
M=3.34 
41-50 yrs 
M=3.32 
51 and above 
M=3.51 
20-30 yrs     
31-40 yrs        0.179    
41-50 yrs        0.358 0.998   
51 and above 0.008* 0.495 0.453  
PRICE 
AGE CATEGORY 20-30 yrs M=2.82 
31-40 yrs 
M=2.96 
41-50 yrs 
M=3.36 
51 and above 
M=3.37 
20-30 yrs     
31-40 yrs        0.809    
41-50 yrs        0.009* 0.156   
51 and above        0.021* 0.205 1.000  
 
Significant differences were found between age groups 20 – 30 years, 41 – 
50 years and 51 years and above with regard to norms, environmental 
concern and price. The 20 – 30 years group also differed from the 51 and 
above group with regard to knowledge.  There were also differences between 
the age group 31 – 40 the 41 – 50 and the 51 and above groups with regard 
to norms. 
 
123 
 
In addition to differences with regard to person and marketing related factors, 
the age groups significantly differed with regard to decision making.  This is 
shown in Table 5.28. 
 
TABLE 5.28 
RESULTS OF THE TUKEY’S ALTERNATE PROCEDURE FOR DECISION 
MAKING AND PURCHASE BEHAVIOUR ACROSS AGE CATEGORIES 
 
Table 5.28 indicates that age group 20 – 30 years differed significantly from 
age groups 41 – 50 years group and 51 and above.   
 
5.15 SUMMARY 
This chapter reported on the empirical findings from the research question.  
Independent t-tests indicated significant differences between genders with 
regard to promotion.  Significant differences were found between age groups 
for the following factors - norms, environmental concern, knowledge and 
price. Results from the correlation analysis showed that all the person and 
marketing related factors had a significant influence on decision making. 
 
The next chapter provides the conclusions and recommendations of the 
study.
DECISION MAKING AND PURCHASE BEHAVIOUR 
 
AGE CATEGORY 20-30 yrs M=2.90 
31-40 yrs 
M=3.10 
41-50 yrs 
M=3.39 
51 and above 
yrs 
M=3.48 
20-30 yrs     
31-40 yrs        0.269    
41-50 yrs 0.000* 0.145   
51 and above 0.000* 0.055 0.944 0.944 
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CHAPTER 6 
SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
Chapter 5 reported on the findings resulting from the empirical study.  
Chapter 6 reports on the implications of the findings in terms of conclusions 
and recommendations.  This chapter commences with a synopsis 
highlighting the structure of the preceding chapters, and then continues with 
the conclusions and proposed recommendations.  The chapter concludes 
with suggestions for future research. 
 
6.2 SYNOPSIS OF THE STUDY 
This research aimed at determining whether and to what extent person 
and/or marketing related variables influence consumers’ decision and 
behaviour when purchasing environmentally-friendly products. The results of 
this research could assist marketers of environmentally–friendly products by 
highlighting those variables with an influence on consumers’ decisions when 
purchasing environmentally–friendly products. This knowledge could help 
them in planning their marketing mixes.  The research results could also 
provide advocates of environmentally-friendly behaviour with a better 
understanding of consumer behaviour and help identify the role they can play 
in persuading more consumers to purchase environmentally-friendly products 
in preference to competitive products. 
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Chapter 2 described the primary and secondary data collection methods and 
techniques, the research design, and the data collection instrument used in 
the current research.  Thereafter the sampling process was elaborated on, 
describing the target population, sampling method and sample size.  Lastly, 
four important issues in the statistical analysis procedure were described, 
namely, preliminary preparation, reliability and validity analysis, and statistical 
methods and techniques. 
 
Chapter 3 comprised a literature review on person related variables, namely 
norms, environmental concern and environmental knowledge.  The 
discussions in this chapter revolved around the influence that the identified 
variables have on consumers purchasing environmentally-friendly products.  
 
Chapter 4 discussed marketing related variables, that is,  price, product, 
place and promotion.  Consumers’ perceptions of environmentally–friendly 
products, the availability of these products and the impact of price and 
promotion on environmentally–friendly behaviour was explained. 
 
6.3 CONCLUSIONS AND RECOMMENDATIONS 
The conclusions and recommendations of the research are presented in this 
section.  The conclusions are based on the theoretical and empirical findings, 
while the recommendations are based on the said conclusions.  Eight sets of 
conclusions and proposed recommendations are presented.  These relate to 
decision making, norms, environmental concern, knowledge, price, product, 
promotion and place.  
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6.3.1 Decision making 
Respondents recognised the importance of buying environmentally–friendly 
products and indicated that they were willing to buy these products where 
possible, yet they were not searching for or shopping around for 
environmentally–friendly alternatives.  This may imply that consumer 
awareness is not enough of a motivating factor to persuade them to start 
searching for or shopping around for environmentally–friendly alternatives.  
 
Marketers need to identify reasons why these consumers are not searching 
for information on environmentally-friendly products.  The necessity of having 
the products conveniently available also needs to be addressed, since 
consumers did not search the shops for environmentally–friendly products.   
 
6.3.2 Norms  
Norms is one of the person related factors identified as a variable which 
could have an influence on consumers’ purchasing of environmentally–
friendly products.  Human beings do not live in a vacuum, but in a society 
where they interact with others, and are often influenced by the expectations 
of others.  The influence that society places on individuals and the 
expectations that society has of them are known as social norms.  These 
norms can influence people’s decisions.  On the other hand, human beings 
are raised with different values, known as personal norms, and these values 
also influence individual decision making. 
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Large proportions of respondents were of the opinion that their friends 
thought consumers should use products that are safe for the environment 
and that consumers should be interested in the environmental consequences 
of their purchase.  Although consumers expected others to buy products that 
are safe for the environment, this did not mean that they necessarily 
expected them to recycle as well (item 7, table 5.6). A possible explanation 
could be that many consumers are not aware of the positive affects recycling 
has on environmental protection. This could be because many consumers 
are not familiar with recycling processes, as recycling is not encouraged 
extensively in South Africa. Another explanation could be that many 
consumers perceive recycling to be too time-consuming and messy.  
 
More should be done to promote and increase recycling efforts in South 
Africa. Consumers should be informed about the positive impact recycling 
has on environmental protection. Recycling initiatives can be taken by local 
municipalities where they provide local residents with different colour refuse 
bags for recyclable items and collect this refuse on different days from non-
recyclable refuse.  This is currently being done by certain municipalities in 
South Africa, but should be implemented across the country.  Local 
municipalities could also organise education sessions at schools to educate 
learners on environmental problems and provide them with strategies to 
minimise their impact on the environment. These educational sessions could 
also be used to explain the positive impacts of recycling, and which items can 
be recycled. It is important for young people to be equipped with this 
knowledge as they are the future leaders of the country and the next 
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generation who needs to fight for the environment. Municipalities can insert 
pamphlets promoting recycling efforts with monthly municipal accounts.  
Business organisations should be encouraged to promote recycling initiatives 
at the work place.   
 
The empirical study showed that personal norms attracted higher mean 
scores and thus higher levels of agreement with the statements of the 
questionnaire than social norms did. This result seems to confirm the findings 
of Stern’s (in Nordlund & Garvill 2002:753) norms activation theory (referred 
to in Section 3.4.2.2): Stern found that personal moral norms are better 
indicators of environmentally–friendly behaviour.  
 
Norms was found to have a significant influence on consumers’ decisions to 
buy environmentally–friendly products.  Hypothesis 1 was hence supported. 
Ho1 
There is a statistically significant relationship between 
norms and environmentally-friendly behaviour. 
 
Supported 
 
6.3.3 Environmental concern 
The second person related variable examined was environmental concern. In 
many instances when human beings are concerned about a matter, they will 
act on their concern and try to find solutions which will help to minimise, 
eliminate, or rectify the issue about which they are concerned.  However, a 
large proportion of respondents who claimed to be concerned about the 
environment and to contribute to slowing down pollution, had not changed 
their purchase behaviour to help save the environment.  Many were still 
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purchasing products that are harmful to the environment.  This finding is 
consistent with that of Pickett-Baker and Ozaki (2008:282) and Kim and Choi 
(2005:596) as discussed in Section 3.3.4. These authors found that 
consumers’ environmental concern is not always reflected in their purchase 
behaviour.  Therefore it is important to identify barriers to environmentally–
friendly behaviour, as this is a starting point to finding solutions which could 
eliminate the action – behaviour gap.  It is also important for marketers to 
convince consumers to act on their concern.  This could be done by 
reminding them of the consequences and the disadvantages of not acting on 
their concern.   
 
The results of the present study showed a significant relationship between 
environmental concern and consumers’ decision making.  Hypothesis 2 was 
hence supported.  
Ho2 
There is a statistically significant relationship between 
environmental concern and environmentally-friendly 
purchase behaviour. 
 
Supported 
 
6.3.4 Environmental knowledge 
Environmental knowledge is the last factor tested under the person related 
variables.  Knowledge is seen as a prerequisite for environmentally–friendly 
behaviour, but is often not enough to lead to the desired action (Frick et al 
2004:1598).   
 
Respondents in the current study had fairly good knowledge of environmental 
issues and how to minimise humans’ impact on the environment.  Based on 
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their self-reported levels of knowledge, respondents seemed to be most 
confident about the causes of global warming and pollution and least 
confident about product knowledge and the carbon footprint.  Many 
consumers were uncertain about when a product is harmful to the 
environment, which makes sense, as a substantial number of consumers 
indicated that advertising does not make it clear when a product is 
environmentally–friendly or not. 
 
Since a statistically significant relationship between environmental knowledge 
and purchase behaviour was found, Hypothesis 3 was thus supported. 
Ho3 
There is a statistically significant relationship between 
environmental knowledge and environmentally-friendly 
purchase behaviour. 
 
Supported 
 
Because many consumers are unaware of environmentally–friendly 
alternatives it is the responsibility of businesses to educate consumers.  
Education should not only be based on the businesses’ own products, but 
also on general issues related to the environment. 
 
6.3.5 Price 
Four marketing related variables were identified, namely, price, product, 
promotion and place. Price plays an important role in consumers’ purchasing 
decisions (Peattie 1992:240), as was the case with the respondents in the 
present study.  Respondents seemed to be aware of the fact that 
environmentally-friendly products cost more than alternative products: they 
indicated that if this was not the case they would purchase environmentally-
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friendly products.  Therefore price plays an important role in their decision to 
buy or not to buy an environmentally–friendly product.  This is further 
demonstrated by the finding that consumers are not willing to pay more for 
environmentally–friendly products particularly not 15 – 20% more.   
 
The results showed that price has a significant influence on consumers’ 
decision to buy environmentally–friendly products.  Overall, a statistically 
significant relationship was found.  Hypothesis 4 is hence supported. 
Ho4 
There is a statistically significant relationship between 
price and environmentally-friendly purchase behaviour. 
 
Supported 
 
Attempts should be made to minimise the price difference between 
environmentally–friendly products and traditional products, particularly where 
the market is price sensitive.  When charging a premium price for an 
environmentally–friendly product, consumers should be informed why they 
are paying more for the environmentally–friendly alternative. 
 
6.3.6 Product 
In a study conducted by Ottman (in Pickett-Baker and Ozaki 
2008:281)(reported in Section 4.3.3), more than 40% of respondents did not 
buy environmentally–friendly products because of their perceived inferiority. 
Therefore it is important for manufacturers/producers to ensure that 
environmentally–friendly product performance is the same or even better 
than the performance of traditional products. In the present study the results 
showed that product performance is an important determinant in product 
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selection. The majority of respondents indicated that they would purchase 
environmentally–friendly products if those products performed the same as 
regular products.  
 
More than half of the respondents also indicated that if they had a choice 
between two products they would purchase the one which is least harmful to 
the environment. Yet, many respondents indicated that they still purchased 
products in aerosol containers.  A reason for this could be that consumers 
may not be aware of the negative impact of aerosols, or they may not be 
aware of a substitute product not packaged in an aerosol container.  The role 
of price in this regard should, however, not be underestimated.  Given 
respondents’ sensitivity to higher prices charged for environmentally–friendly 
products, consumers might still buy the aerosol product if it is less expensive 
than the alternative.  If the aerosol product is perceived to be more effective 
or convenient than, for example, a roll-on in a glass container, they might 
continue to purchase products in aerosol containers.  Consumers showed 
concern for product performance, but many believed that environmentally–
friendly product performance is not on a par with the performance of 
traditional products.  Hypothesis 5, relating to product, was thus supported. 
 
Marketers need to identify what consumer perceptions are, how or why these 
perceptions came about and work on changing the perceptions regarding 
product performance. Furthermore, producers of environmentally–friendly 
Ho5 
There is a significant relationship between elements of 
the product and environmentally-friendly purchase 
behaviour.  
 
Supported 
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products need to ensure that their products are on a par or better than 
traditional products. 
 
6.3.7 Promotion 
Pickett–Baker and Ozaki (2008:289) found great awareness of 
environmentally–friendly marketing among consumers, however, many were 
not moved by environmentally–friendly promotional campaigns (Section 
4.5.5).  The findings in the present study supported this.  Respondents 
noticed advertisements promoting environmentally–friendly products, but 
many did not feel that the advertisements were engaging or relevant to their 
lifestyles. Thus while they might notice the advertisements, they did not seem 
to fully pay attention to their content.    
 
Many consumers were not always sure of which products are 
environmentally–friendly and which are not, as this is not always obvious 
from advertisements.  This finding matches that of Rand Corporation (in 
Pickett-Baker & Ozaki 2008:282), who found that consumers seldom know 
when products are environmentally–friendly and therefore often have to 
make a special effort to learn more about these products (Section 4.5.6). 
   
Many respondents also seemed not to believe the claims made by adverts 
promoting environmentally-friendly products. This is consistent with Peattie’s 
findings (1992:190) (as discussed in Section 4.5.2.), as well as Martin and 
Simintiras (1995:17), who found that consumers are sceptical about adverts 
promoting environmentally–friendly products.   It seems that the adverts are 
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not convincing enough to sway consumer loyalty.  This supports the findings 
of Rand Corporation (in Pickett-Baker & Ozaki 2008:282).  Hypothesis 6 
relating to promotion is thus supported. 
 
Ho6 
There is a statistically significant relationship between 
promotion and environmentally-friendly purchase 
behaviour. 
 
Supported 
 
Marketers need to pay more attention to advertisements promoting 
environmentally–friendly products, and come up with advertising campaigns 
that will appeal to their target markets. Marketers also need to include more 
emotional content in their adverts, as these are the type of advertisements 
which consumers remember (Hawkins et al in Pickett-Baker & Ozakie 
2008:282).  Marketers need to spend more money on adverts promoting 
environmentally-friendly products, and do more to promote a favourable 
image of the product or service.  Because of the scepticism surrounding the 
environmental–friendliness of products, organisations need to be honest 
about their environmental impact and inform the public about any attempts 
they have implemented to minimise the impact. 
 
6.3.8 Place 
Place is the last factor in the set of marketing related variables.  Consumers 
generally purchase the most available products rather than the best products 
(Peattie 1992:255).  Environmentally–friendly products are generally more 
difficult to acquire than traditional products for numerous reasons (as 
discussed in Section 4.6.6). In the current study respondents indicated that 
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they might purchase more environmentally-friendly products if they were 
available at the supermarkets where they shopped.  Many consumers did not 
want to spend extra time and effort searching for these products.  This 
supports the findings of Bonini and Oppenheim (2008¶59) and Laroche et al 
(2001:513) -as indicated in Section 4.6.6.  Laroche et al (2001:513) found 
that consumers who were unwilling to spend more money on 
environmentally–friendly products also find it inconvenient to buy 
environmentally–friendly products.  In the regression analysis a statistically 
significant relationship was found between place and consumers’ decision to 
buy environmentally–friendly products.  Hypothesis 7 is thus supported. 
Ho7 
There is a statistically significant relationship between 
elements of distribution and environmentally- friendly 
behaviour. 
 
Supported 
 
Attempts should be made to stock environmentally–friendly products at more 
convenient locations, particularly at retail shops which draw a large clientele. 
Furthermore marketers need to change the negative perception which 
consumers have regarding the availability of environmentally–friendly 
alternatives.  To do this, more marketing messages should focus on the 
availability of these products.    
 
6.3.9 Demographic characteristics and environmentally–friendly behaviour 
There were a number of significant differences among the age groups: 
therefore Hypothesis 8 was partially supported.    
Ho8 Person and marketing related variables differ 
significantly based on age. 
Partially 
Supported 
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The first difference was between 20 – 30 year olds, and the two older groups 
(41 -50 years and 51 and above) differed in terms of norms.   Differences 
were also found between age group 31 – 40 years and the two older groups 
(41 – 50 years and 51 and above).  These differences can be attributed to 
the fact that the different age groups were from different generations and 
were raised with different values.  The different age groups were also at 
different stages of their lives, where certain things might be more important to 
some than to others.  Differences in environmental concern were found 
between the 20 - 30 year age group and the two older age groups (41 – 50 
years and 51 and above).  Differences in environmental knowledge were 
found between the 20 – 30 year olds and the 51 and above age group.  This 
difference might be attributed to the fact that the older group had experienced 
more than their younger counterparts.  Differences were also found between 
the 20 - 30 year olds and the two older age groups (41 – 50 years and 51 
and above) regarding price.  This difference could be attributed to the fact 
that the younger age group might be more price sensitive than the older 
groups, since many respondents in the younger group had started earning a 
living more recently.   
 
Marketers can segment the market according to age.  They need to pay 
careful attention to the 51 and above age category as they seem to be more 
inclined to purchase environmentally–friendly products.  Therefore, marketers 
need to ensure that their promotional campaigns are suited to this particular 
audience, and manufactures need to ensure that they are producing products 
which are required by this market.   
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The only difference found between gender types was related to promotion.  
Where females attracted a lower mean score than males, this could be due 
to the fact that adverts promoting environmentally–friendly products are 
perhaps not emotive enough to draw the attention of the female consumer. 
Thus Hypothesis 9 is partially supported. 
Ho9 
 
Person and marketing related variables differ 
significantly based on gender. 
 
Partially 
Supported 
 
Franson and Garling (1999:371) (Section 3.3.2.2) found that individuals with 
a higher education are more concerned about the environment.  However, 
the current research found no significant differences between respondents 
with different levels of education.  Hypothesis 10 is thus rejected. 
Ho10 
 
Person and marketing related variables differ 
significantly based on level of education. 
 
 
Rejected 
 
6.4 FUTURE RESEARCH 
The current study investigated the influence of person and marketing related 
variables on consumers’ purchasing environmentally–friendly products, 
focusing specifically on consumers residing in Port Elizabeth.  Future 
research could involve conducting a comparative analysis targeting 
consumers in other provinces in South Africa. 
 
The current conceptual framework could also be extended to include more 
variables, particularly more person related variables. 
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Further demographic research should be conducted, which, could include 
developing a profile of the South African environmentally–friendly consumer 
to assist marketers when developing their advertising or promotional 
campaigns. 
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ANNEXURE A 
 
 
FACULTY OF BUSINESS AND ECONOMIC 
SCIENCES 
DEPARTMENT OF MARKETING 
 
 
Dear Ladies and Gentlemen 
I have the pleasure of presenting you with a questionnaire, the goal of which 
is to determine which set of variables (marketing or person related) have the 
biggest influence on your purchase behaviour. The completion of this 
questionnaire should take a maximum of 10 minutes. Be assured that your 
identity will remain anonymous at all times.  
 
Please return the completed questionnaire to the following e-mail address: 
altouise.jonas@nmmu.ac.za. or hand it to the fieldworker. Should you have 
any questions please contact the researcher on 041 5041402. 
 
Thank you very much 
Altouise Jonas – M Tech student  
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Listed below are statements describing aspects of environmentally–friendly behaviour.  
Environmentally-friendly behaviour means behaving in a manner which contributes to 
preserving or conserving the environment. Environmentally-friendly products are those 
products that will not pollute the earth, exhaust natural resources and can be recycled or 
conserved. Please indicate how strongly you agree or disagree with each statement by 
circling either 1, 2, 3 ,4 or 5 to indicate your choice.  1=Strongly disagree, 2=Disagree, 
3=Neither agree nor disagree, 4=Agree, 5=Strongly agree 
No. 
 
Questions 
 
Stro
ngly
 
disag
re
e
 
D
isag
re
e
 
N
eith
e
r
 
ag
re
e
 
n
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r
 
disag
re
e
 
Ag
re
e
 
Stro
ngly
 
ag
re
e
 
1 I recognise the importance of buying 
environmentally- friendly products. 1 2 3 4 5 
2 I search for information on environmentally-friendly products. 1 2 3 4 5 
3 I shop around for environmentally-friendly 
alternatives. 1 2 3 4 5 
4 If possible I would like to buy environmentally-friendly products. 1 2 3 4 5 
5 After I buy environmentally-friendly products I feel 
very happy with myself. 1 2 3 4 5 
6 Most of my friends think consumers should use products that are safe for the environment. 1 2 3 4 5 
7 Most of my friends expect consumers to recycle. 1 2 3 4 5 
8 
Most of my friends think consumers should be 
interested in the environmental consequences of 
their purchases. 
1 2 3 4 5 
9 I feel a personal, moral obligation to do whatever I 
can to help improve the environment. 1 2 3 4 5 
10 I feel a personal, moral obligation to recycle household waste. 1 2 3 4 5 
11 
I have decided to only purchase environmentally– 
friendly products in an attempt to contribute to 
protecting the environment. 
1 2 3 4 5 
12 I feel angry when I think of the ways industries are polluting the environment. 1 2 3 4 5 
13 I am concerned about environmental issues. 1 2 3 4 5 
14 I contribute to slowing down pollution wherever I can. 1 2 3 4 5 
15 Whenever possible, I purchase products which I know are not harmful to the environment. 1 2 3 4 5 
16 I have changed my buying behaviour because I am 
concerned about the environment. 1 2 3 4 5 
17 Price is an important factor in my decision to buy or 
not to buy environmentally friendly products. 1 2 3 4 5 
18 Although environmentally-friendly products cost more than my regular products I would (still) purchase it. 1 2 3 4 5 
19 If environmentally-friendly products cost the same as 
regular products, I would purchase it. 1 2 3 4 5 
 
20 
I am willing to pay more for environmentally-friendly 
products than for regular products. 1 2 3 4 5 
21 I am willing to pay 15-20% more for environmentally- 1 2 3 4 5 
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friendly products. 
 
22 
Environmentally-friendly products are too expensive 
for me to buy. 1 2 3 4 5 
23 Consumers should pay more for products that can harm the environment 1 2 3 4 5 
24 
When I have a choice between two equal products, I 
always purchase the one which is least harmful to the 
environment. 
1 2 3 4 5 
25 I do not buy products in aerosol containers. 1 2 3 4 5 
26 Wherever possible, I buy products packaged in 
reusable containers. 1 2 3 4 5 
27 Wherever possible I buy products in containers that 
are recyclable e.g. glass, carton. 1 2 3 4 5 
28 If environmentally–friendly products perform the 
same as my regular products, I would purchase it. 1 2 3 4 5 
29 I am willing to spend considerable time and efforts to buy environmentally-friendly products. 1 2 3 4 5 
30 I am willing to buy environmentally-friendly products if they are readily available. 1 2 3 4 5 
31 I am willing to buy environmentally-friendly products if they are available at the supermarkets where I shop. 1 2 3 4 5 
32 I often see advertisements about environmentally- friendly products. 1 2 3 4 5 
33 
Environmentally-friendly products are marketed to 
me in a way which I find really engaging and relevant 
to my lifestyle. 
1 2 3 4 5 
34 
I feel I can believe the claims made in 
advertisements promoting environmentally-friendly 
products. 
1 2 3 4 5 
35 Most advertising makes it clear whether the product is environmentally-friendly or not. 1 2 3 4 5 
36 I know when a product is harmful to the environment. 1 2 3 4 5 
37 I know what the causes of pollution are. 1 2 3 4 5 
38 I know when I do something that can harm the 
environment. 1 2 3 4 5 
39 I know what the causes of global warming are. 1 2 3 4 5 
40 I will produce less carbon dioxide if I do not use my 
car. 
1 2 3 4 5 
41 I know what “carbon footprint” means. 1 2 3 4 5 
 
Please make a √ to indicate your choice and provide the details as required. 
 
 
43. How old are you? 
20-29yrs  30-40yrs  41-50yrs  51-60yrs  61 and older  
42. Are you male or female? 
Male  Female  
 
44. What is your highest academic qualification? 
Lower than 
Grade 12  Grade 12  Certificate/Diplomas  Degree  
Post Graduate 
Degree 
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